CHICAGO 


PUBLISHED 
WEEKLY at 537 
S. DEARBORN ST. 
HAR. 7504 
_———E | 


Advertising 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1982, at the postoffice at Chicago, II\l., under the act of March 8, 1879. 


ge 


NEW YORK 


GRAYBAR 

BUILDING, 420 

LEXINGTON AV. 
MO. 4-1572 


Vol. 3, No. 34 


AUGUST 27, 1932 


5 Cents a Copy, $1 a Year 


Rough Proofs 


Of course, it’s only a coincidence 
that the new-business department of 
Batten, Barton, Durstine & Osborn 
is headed by Mr. Eager. 
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Speaking of the great feminine 
gesture—as everybody seems to be 
doing—C. A. N. insists it’s slapping 
on the lip-stick; T. R. W. hints that 
it may be reaching for hubby’s pock- 
ets—and not finding anything; and 
Second Guesser declares it’s the 
dextrous opening of a package of 
Luckies. 
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Elizabeth H. Rice, advertising 
manager of the Warner Bros. Com- 
pany, who started all this, registers 
a snappy comeback by noting that 
if there is a great feminine gesture, 
there’s a masculine one also—hitch- 
ing up the trousers; and S. L. J. 
seconds the motion. 
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R. F. F. evidently got a chuckle 
out of this excellent example of 
Truth in Advertising, noted on a 
sign displayed in front of a farm on 
an Illinois highway: “Tourists Taken 
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Twenty Grand, the new Louisville 
tencent cigarette, is running away 
from the field, it is reported. Evi- 
dently there is something in a name, 
after all. 
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Fred Pabst, the well-known Mil- 
waukee brewer, attended the Hoo- 
ver conference at the White House 
on how to make business better. Mr. 
Pabst got in disguised as a cheese 
manufacturer. 
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The William Wrigley, Jr., Com- 
pany is now employing six agencies 
to handle its advertising. Too many 
cooks spoil the broth, but don’t put 
all of your eggs in one basket. 
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“Heinz Rice Flakes keeps you so 
regular.” 
Does they, really? 
v v v 


Standard Brands, Inc., sponsors of 
Fleischmann’s Yeast, has just de- 
clared the regular 30 cent quarterly 
dividend on its common stock. This 
should be highly gratifying to Rudy 
Vallee. 
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Contaminated by constant contact 
with their customers, who are giving 
away everything from movie cam- 
eras and European trips to automo- 
biles, some of the newspapers have 
now started giving away circulation. 
The country is still safe, however, 
for thus far no publisher has offered 
to give away any advertising space. 
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Some of the department stores are 
using attractive co-eds to stimulate 
business in their college girls’ de- 
partment. If they really wanted to 
boost business, they’d put the co-eds 
in the men’s wear section. 

a 

Harry Tipper is now advertising 
manager of Forbes’ Magazine. Here’s 
a good advertising prospect, Harry: 
General Motors Acceptance Corpora- 
tion. 
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If Jimmy Walker loses his job as 
mayor of New York, think what a 
wonderful master of ceremonies he 
will make for some Manhattan night- 
club. 

Copy Cur. 


KANSAS CITY 
CLUB OPPOSES 
‘VULGAR’ COPY 


Will Boycott Unethically 
Advertised Products 


Kansas City, Mo., Aug. 25.—Mem- 
bers of the Advertising Club of Kan- 
sas City are solidly behind the opin- 
ions on advertising expressed by H. 
A. Batten, vice-president, N. W. Ayer 
& Son, Philadelphia, in “An Adver- 
tising Man Looks at Advertising,” 
which appeared in July Atlantic 
Monthly, and will boycott all goods 
advertised in an “unseemly or un- 
ethical way.” 

The club also approved Mr. Bat- 
ten’s idea of organization to combat 
degenerate tendencies in modern ad- 
vertising, and invited other clubs to 
take a public stand on the matter. 

“The Advertising Club of Kansas 
City goes on record as being opposed 
to vulgar, unseemly, and unethical 
advertising; and its members, as a 
body, resolve not to buy any more 
goods which are advertised in an un- 
seemly or unethical way,” a resolu- 
tion adopted at the club’s last meet- 
ing says. 


Asks Cooperation. 


“The Club approves the idea of or- 
ganization to combat the degenerate 
tendencies in modern advertising as 
pointed out by Mr. Batten, and in- 
vites all other advertising clubs in 
the United States to take a public 
stand in opposition to vulgar, un- 
seemly and unethical advertising, in 
the interests of common decency and 
for the good of the advertising pro- 
fession. 

“The Advertising Club of Kansas 
City desires copies of these resolu- 
tions to be delivered to representa- 
tives of the various advertising med- 
iums in Kansas City, so that they 
may know the stand of the advertis- 
ing profession and govern themselves 
accordingly.” 


RKO PUTS FALL 
TALKIE ON AIR 


New York, Aug. 26—A new idea 
in motion picture advertising is being 
tried by RKO-Radio Pictures in pro- 
moting “The Phantom of Crestwood,” 
mystery melodrama, which is sched- 
uled for first showings Oct. 14. 

The plot of the movie has been 
adapted for radio presentation and 
will be broadcast in a series of 6 
weekly installments, the first of 
which appeared tonight over a nation- 
wide NBC-WEAF hookup. 

The entire plot of the movie, as 
radio listeners will see it when it is 
released, will be presented, except 
that the denouement will be with- 
held. Listeners will be invited to 
furnish their own solutions to the 
mystery, with prizes of $6,000 and a 
capital prize of $1,500 as an added in- 
ducement. : 


The picture and its accompanying 
radio program is being merchandised 
to the public by motion picture ex- 
hibitors, who have been supplied with 
folders for distribution to their 
patrons announcing the prize contest. 


Wrigley Using 6 Agencies 


In Search for New Ideas 


Whalen Urges 
7-Point Plan 
For Business 


New York, Aug. 25.—A seven-point 
direct attack on the depression was 
outlined to members of the Advertis- 
ing Club of New York at their meet- 
ing yesterday by Grover A. Whalen, 
general manager, John Wanamaker, 
and president of the club. 

The plan, which was worked out by 
the directors of the club and con- 
curred in by officials of the Ameri- 
can Federation of Labor, is designed 
to help in restoring better economic 
conditions and in supplying employ- 
ment to millions of jobless. 

Mr. Whalen’s address, as well as 
those of Matthew Woll, vice-presi- 
dent, American Federation of Labor; 
Edgar Kobak, vice-president, Mc- 
Graw-Hill Publishing Co., and presi- 
dent, Advertising Federation of 
America; and Lee H. Bristol, presi- 
dent of the Association of National 
Advertisers, who discussed the plan, 
was broadcast over both National 
and Columbia networks. 

Definite steps to put the plan in 
operation will be taken at a meeting 
of all interested groups in this city 
in October, it was announced. 

The occasion served to clear a path 
to the center of the stage for the ad- 
vertising profession, there being, in 
addition to the radio publicity, de- 
tailed accounts of the plan in the 
country’s newspapers. The New 
York newspapers gave the story first 
page position and an average of 
three and one-half columns. 

The highlights of the seven-point 
plan are: 

1. That business and labor join in 
effecting a plan for the solution of 
their common problem—stabilization 
for business and security of employ- 
ment. 

2. Revision of the anti-trust laws 
to permit big business of the nation 
to plan sensibly and thus avoid a 
repetition of the last era of over- 
production, with its consequent de- 
pression. 


Favor 30-hour Week 


3. Inauguration, through the com- 
bined efforts of business and labor, 


IN MARKET FOR IDEAS 


Philip K. Wrigley 


of the six-hour day and five-day week 
as a means of making employment 
more widespread. 

4. An aggressive and increasing 
program of public works by federal, 
state and municipal governments. 
These works, wherever possible, are 
to be of the income producing or self- 
liquidating type. 

5. The broadening of the base of 
taxation to distribute this burden 
more generally and fairly, as a 
means of balancing the national 
budget. 


Abolition of Prohibition 


6. Immediate reduction of the cost 
of all types of governmental organi- 
zations, preferably by avoiding du- 
plication of bureau activities and re- 
ducing non-essential duplicated ac- 
tivities, rather than by cutting wages. 

7. Abolition of prohibition and 
liberalization of the Volstead Act to 
secure additional employment and 
raise additional revenue for the gov- 
ernment. 

While no mention is made of agri- 
culture in this program, the plan 
recognizes its basic importance and 
urges business to join in supporting 
government agencies that fairly 
serve the interests of the farmer. 


Last Minute News Flashes 


First Advertising of Solar Eclipse Appears 


Boston, Aug. 26.—The solar eclipse August 3i—total in New Eng- 
land—has produced what is believed to be the first advertising of 


this phenomenon. 


The New England Council, the New England Hotel 


Association, the railroads and individual communities have used pub- 


lication space and sent out folders. 


Yerkes Observatory used classified 


newspaper advertising to sell 10-cent equipment for seeing the eclipse. 


Cut Compositors’ Wage Scale 


Chicago, Aug. 26.—Closed shop book and job employers in Chicago 
will reduce the basic wage scale for compositors from $1.29% to $1.10 an 


hour, effective Sept. 1. 


The new scale provides for a five day week of 
40 hours, six day operation to be optional. 


The night scale is cut to $1.20. 


R. C. Maxwell Expands Poster Service 
Trenton, N. J., Aug. 26.—It is reported that the R. C. Maxwell Com- 
pany, Trenton, is completing arrangements to take over the Trenton Adver- 
tising Company and subsidiaries, Trenton Poster Advertising Company 
and Trenton Outdoor Advertising Company. This will give the Maxwell 
company over 2,500 paint and poster units in the Trenton area. 


Big Advertiser Tells How 
Agency Gan Earn 
15 Per Cent 


Chicago, Aug. 25.—The William 
Wrigley, Jr., Company is now using 
the services of six advertising agen- 
cies. 

The policy of the company to make 
use of worth while business-getting 
ideas whenever they are submitted 
has resulted in putting this number 
of advertising organizations to work 
in behalf of sales for Wrigley’s Spear- 
mint, Wrigley’s Doublemint and 
P-K’s. The plan is still in effect. 

“I am not an advocate of the multi- 
ple-agency plan for all advertisers,” 
said Philip K. Wrigley, president of 
the company, to ADVERTISING AGE in 
explaining his policy on the subject 
of agencies. “But in our case we are 
frankly looking for good ideas, and 
we don’t want to put up the bars 
against any who can help us to sell 
our products.” 

The J. Walter Thompson Company 
is the principal Wrigley agency, 
handling the account through its 
Chicago office. In addition the 
Frances Hooper Advertising Agency, 
Chicago, is handling a magazine cam- 
paign in which the beauty appeal is 
stressed, as well as a radio campaign. 
The Charles W. Wrigley Company 
places the outdoor advertising. 

Two Milwaukee agencies have re- 
cently been appointed to develop cam- 
paigns for which they originated 
ideas the company believed would be 
effective. Still another agency was 
recently given a special assignment. 

“A representative of the first of 
these agencies called by appointment 
to present its suggestion,” explained 
Mr. Wrigley. “The idea sounded 
good. I called in H. L. Webster, our 
advertising manager, and the idea 
clicked with him too. The agency 
man then got something of a shock 
when I asked him how soon he could 
get going.” 

Philip K. Wrigley, like his famous 
father, the late William Wrigley, Jr., 
founder of the company, is essentially 
an advertising man, and spends 
most of his time discussing and plan- 
ning advertising. 


Built on Advertising 


“This business,” he pointed out in 
explanation of that policy, “was built 
on advertising and lives on advertis- 
ing. Advertising is the most impor- 
tant part of our business. 

“That is why I feel that it is im- 
portant to have as many good idea 
men working for us as possible. It 
takes a lot of time to see and con- 
sider advertising ideas, but so far I 
have been able to manage to do it 
and still have some time on Saturday 
and Sunday to answer my mail.” 

Mr. Wrigley is not an opponent of 
the 15 per cent agency commission 
system, but he does feel that in some 
eases the agencies are overpaid for 
what they do. 

“When we place a campaign for 
which we have developed the ideas 
and written the copy,” he said, “the 
work of the agency is largely a mat- 
ter of producing, placing and check- 
ing—a mechanical and clerical job. 
That service is not worth 15 per cent. 

“On the other hand, an agency 
which can give its client ideas which 
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will produce sales is worth all that 
it collects and more.” 

Mr. Wrigley conceded the advan- 
tage of a centralized advertising or- 
ganization, with one agency handling 
all advertising matters, but as he put 
it, these are hectic times, and an ad- 
vertiser cannot afford to overlook 
any bets. 

“Our choice of a woman to handle 
a campaign appealing to women, the 
magazine advertising in which the 
beauty appeal has been stressed,” 
said the Wrigley head, “was fully 
justified. We have found that special 
copy for each medium has also been 
profitable. A woman copy-writer has 
been able to put the feminine slant 
on our copy and thus has made it 
unusually effective, as far as we have 
been able to judge. Of course, in a 
business like ours, results are hard 
to trace, but this particular campaign 
seems to have gone over well.” 

Mr. Wrigley uses all classes of 
mediums, but is not an ardent advo- 
cate of any particular type of adver- 
tising. His success with radio, for 
example, has not thrilled him unduly, 
even though he was awarded a silver 
cup by a New York newspaper for 
his “Myrt and Marge” campaign on 
the air. Two radio campaigns are 
about ready to go back on the air 
after a summer vacation. 

The success of the idea of special- 
izing magazine copy to the individual 


publications has given the Wrigley 
chief the idea that newspaper copy 
ought to be written to fit each com- 
munity, but thus far the mechanical 
problems connected with that idea 
have been insurmountable. Maybe 
some bright agency executive will 
come along with a suggestion as to 
how to get different newspaper copy 
for Eastern, Middle Western, South- 
ern, Southwestern and Pacific Coast 
consumers. 


Seeks Specialized Copy 


“I think it is a real weakness in 
our advertising,” he conceded, “to 
release a national poster campaign 
for winter display, showing a boy on 
a sled. Some of the Southern states 
in which the poster appears seldom 
or never see snow.” 

A big reason why Mr. Wrigley 
gives a great deal of time and 
thought to his company’s advertising 
is that he believes the market has 
hardly been scratched. 


“I sincerely believe that chewing 
gum is a benefit to the human race,” 
he declared, “and yet probably not 
more than 1 per cent of the popula- 
tion are regular users of this type of 
confection. This means that we have 
an almost unlimited field within 
which to work. There is no such 
thing as a saturated chewing-gum 
market.” 


AL SMITH EDITS 
‘NEW OUTLOOK’ 


New York, Aug. 25.—Alfred E. 
Smith has accepted the post of editor 
of New Outlook, monthly review, 
which will make its appearance in 
October, an outgrowth of Outlook and 
Independent, which suspended publi- 
cation last spring and was _ subse- 
quently purchased by Frank E. 
Tichenor, publisher of Aero Digest 
and head of Angus Publishing Corp. 

“In assuming the editorship of 
New Outlook,” Mr. Smith said, “it is 
my hope that I will be able to assist 
in the recreation of a great American 
medium for the free expression of 
the ideas and policies of leaders of 
world opinion. I hope to make the 
publication a place for the expression 
and discussion of a program for the 
present generation and its problems.” 

The idea of becoming an editor first 
struck him when he read letters 
from readers of his recent writings, 
which “got me thinking that I was 
doing a worthwhile thing without 
much labor.” 

“In years gone by I had to do it 
by word of mouth ané, traveling 


—and now broadway! 
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plays. 


NEW YORK 7% 


Sweeping down Broadway and also Eighth Avenue head-on, standing in its 
strategic position in Columbus Circle at the apex of those two thoroughfares, this 
giant four-colored all-Neon Coca-Cola Spectacular also dominates all the day and 
night activities in Columbus Circle, New York City. 
letters, among the largest on Broadway, headlines this Spectacular Display of more 
than a 3,200 square foot area. 


From our own leaseholds, manufacture and maintenance, 
whether on Broadway, the Boardwalk (Atlantic City) or else- 
where, we offer a National Service 
unequaled and founded on thirty-five years’ experience. All quo- 
tations estimated and submitted on present day material, labor 
and rental reductions. Original designs, construction plans and 
estimates furnished without obligation. 


Reduced prices on all of our plain and super-embellished railroad bulletin dis- 
Operations include painted wall panels on yearly maintained service in 
the New England States, New York, Pennsylvania, New Jersey and States South. 
National, standard and other types of highway paint units. 
includes a full coverage in Trenton and Trenton area and illuminated poster spe- 
cials along the Boardwalk, Atlantic City. 


The R.C Maxwell Co. Trenton NJ. 


The trade-mark in 24 foot 


to National 


Advertisers, 


Our poster division 


ATLANTICCITY, 


TAKES HIS PEN IN HAND 


° Sie 
+3234 


Alfred E. Smith, "the happy warrior," will do his warring with a pen here- 


after as editor of the rejuvenated "New Outlook." 


Frank A. Tichenor, 


publisher of the magazine, is looking on as Mr. Smith signs on the 


dotted line. 
around,” he explained. “Now I have e 
only to talk to a stenographer, who Pennsylvania 


gets it down and types it for me; 
and I revise it and it gets the effect.” 

The original Outlook was founded 
by Henry Ward Beecher as Christian 
Union in 1869. Lyman Abbott and 
Theodore Roosevelt served as mem- 
bers of its editorial board. 

It was combined with Independent, 
founded as an anti-slavery organ by 
H. C. Bowen, four years ago. 


Railroads Join 
In Advertising 
Holiday Rates 


Chicago, Aug. 25.—Most of the 
major railroads operating out of Chi- 
cago united in the publication of two 
advertisements calling attention to 
bargain-rate Labor Day excursions in 
daily newspapers this week. 

Eight carriers, the Baltimore & 
Ohio, Big Four Route, Erie, Grand 
Trunk, Michigan Central, New York 
Central, Nickel Plate, and Pennsyl- 
vania, used 130-line space featuring 
excursions at slightly over one cent 
a mile for round trips, while Rock 
Island Lines, Illinois Central, Chi- 
cago & North Western, Burlington, 
and Milwaukee Road, used more 
ambitious space of 465 lines to an- 
nounce the same rates. 

The first advertisement carried the 
slogan, “Travel by Rail—Comfort, 
Convenience and Safety.” The other 
said, “Go by Train—Save Time and 
Money.” 

Other railroads announced similar 
efforts to displace the family auto- 
mobile over the Labor Day week end 
in independent copy. 


Stroud Joins Agency; 
Continues Old Work 


Herbert K. Stroud has resigned 
from Hanff-Metzger, Inc., New York, 
to join the United States Advertising 
Corp., New York, as marketing coun- 
sel specializing on pharmaceutical ac- 
counts. 

He will continue as merchandising 
counsel for McKesson & Robbins, Inc., 
New York. 


“Town & Country” 
Lineage Omitted 


August lineage of Town & Country 
was omitted in the Aug. 20 issue of 
Advertising Age, though it was in- 
cluded in the totals. 

The magazine’s August lineage was 
19,736. 


Basil Matthews Dies 


Basil W. Matthews, 48, formerly 
account executive with Hanff-Metzger, 
Inc., New York, and more recently 
vice-president of Procter & Collier, 
Inc., Cincinnati, died suddenly Mon- 
day evening at the Huguenot Yacht 
Club, New Rochelle, N. Y. 


Lady Esther on Air 


Lady Esther Co., Chicago, cosmet- 
ics, will start a second radio pro- 
gram on the basic red network in the 
northwest Oct. 4. Stack-Goble Ad- 
vertising Agency, Chicago, is the 


agency. 


Sales Tax to 
Run 6 Months 


Harrisburg, Pa. Aug. 25.—An 
emergency sales tax of one per cent 
on all retail transactions except those 
of farmers selling their own prod- 
ucts will go into effect in Pennsyl- 
vania Sept. 1. The tax will continue 
until the end of February. 

The tax was imposed as a method 
of swelling the state’s relief fund. 

Complete returns showing sales 
during the period, and incluring pay- 
ment of the required tax, must be 
filed by retailers before April 1, 1933. 

The law specifically allows retailers 
to add the tax to the cost of their 
merchandise, provided the retail 
price and the tax are shown sepa- 
rately on price tags and bills. 


Myers Explains Checking 
Service on Displays 


Melvin H. Myers, of the Myers 
Display Service, a member of the 
committee of window display men 
which is preparing to promote this 
service to national advertisers, has 
called attention to a reference in 
ADVERTISING AGE which he believes 
will be misleading, the photo check 
of window installations. 

“Conscientious service,” said Mr. 
Myers, “can be obtained without 
photo check, as the members of our 
group are reliable and have a record 
for service. The standard checking 
system is by means of receipts 
signed by the dealers and turned 
over to the advertiser.” 

Photo checks may now be obtained 
from window display service com- 
panies at a slight extra charge. 


Combs and Fuller Join 
New York Agency Staff 


P. Wesley Combs and Edward R. 
Fuller have joined William Esty & 
Co., New York, the former as vice- 
president in charge of marketing, the 
latter as vice-president and account 
executive. 

Mr. Combs was with the Blackman 
Co., New York agency, for eight 
years, leaving to become advertising 
manager of the Oakland Motor Car 
Co. Mr. Fuller was an account ex- 
ecutive of J. Walter Thompson, Inc., 
New York. Prior to that he was gen- 
eral manager of Luxor, Ltd., and gen- 
eral manager of Lucien Lelong, Inc. 


L. H. Smith’s Career 
Cut Short by Death 


Leslie Harrison Smith, 36, founder 
and president of Advertising Coun- 
selors, Inc., New York, from 1922 to 
1931, died Monday after a brief ill- 
ness. He left the agency to become 
head of a New York importing firm. 

After being twice wounded and 
winning the Croix de Guerre, he fin- 
ished his war service as a field repre- 
sentative of the Stars and Stripes. 


Kresy Joins Consolidated 


Edward R. Kresy has resigned as 
a sales executive of the Einson-Free- 
man Co., New York, to join the ex- 
ecutive staff of the Consolidated 
Lithograph Corp., Brooklyn, where 
he will direct sales promotion. 
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Ir Ever there was a time when artificial 
boundaries on sale must be broken down, 
that time is NOW. It is so easy to look 
at America as a market made up of met- 
ropolitan centers. So easy to pile up your 
advertising on three-fifths of your market 
and overlook the remaining swo-fifths. 

Living comfortably in this country today 
is a group of 1,700,000 families, leaders in 
the life of their communities. They have 
ample incomes, because they do business 
alertly and scientifically. These men and 
women obtain more business guidance 
and personal inspiration from The Country 
Gentleman than any other publication. 

Seventy per cent own homes. Eighty- 
six out of every hundred have motor cars. 
They live within easy access of modern 


SaTuRDAY AFTERNOON SHOPPING CROWD in a Mid-West city of 100,000 popu- 
lation. An official of the leading department store in this city says: “Probably one- 
third of our charge accounts are out-of-town, and the proportion of cash trade is even 
greater.” Two-fifths of ALL retail purchases are made by people living in places under 10,000. 


retail stores, where the needs of the entire 
family are regularly supplied. 

They are exceptionally responsive to 
good advertising, for they have the 
money to buy what they want and the 
mental alertness to want the finest and best. 
They read with full confidence one maga- 
zine, upon which they have learned to 
depend for useful ideas. This one maga- 
zine, The Country Gentleman, makes them 
available to the advertiser as does no other 
publication or group of publications. 

The purchases of these people, and 
of the great market they influence, are 
essential in filling sales quotas, this year 
and every year. And the one best way 
to interest them in what you have to sell 
is to advertise in The Country Gentleman. 


RE you trying to force all 
your Output into % of your market 
when the other % 1s just as easy to reach? 


ly your product is one that 
most families can use or enjoy, 
The Country Gentleman should 
be one of the first three magazines 


in your advertising plan 


Make Your ADVERTISING BALANCE WITH 
‘SALES OpporTUNITY 


PLACES 10,000 AND OVER 


40% NATIONAL RETAIL PURCHASES 


MAGAZINE E 


MAGAZINE F 


Hy 
H%A.B.C. figures. More detailed analysis raises this figure to 80% 


THE COUNTRY (GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,900,000 PEOPLE 


... Key to 40% of National Sales Potential 


THE CURTIS PUBLISHING COMPANY. Philadelphia, Boston, Chicago, Cleveland, Detroit, New York, San Francisco 
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Advertising the Wanted Product 


There’s an old English proverb to 
the effect that good wine needs no 
bush; a good product, in other 
words, sells itself without benefit of 
advertising. This is the basis of the 
modern variation with reference to 
mouse-traps. 

A current example of a _ product 
which is in great demand, without 
having had any advertising support 
to speak of, is Twenty Grand cigar- 
ettes, made in Louisville by the Ax- 
ton-Fisher Tobacco Company, the 
successful advertiser of Spud cigar- 
ettes. The whole town is excited 
over the tremendous demand for this 
ten-cent cigarette, which seems to 
have caught the popular fancy in a 
hurry. The factory simply can’t 
keep up with orders. 

The fact that another Louisville 
cigarette manufacturer, the Brown- 
Williamson Tobacco Company, has 
an advertised ten-cent brand, Wings, 
for which the demand has not been 
especially notable, appears to give 
the laugh to those critics of adver- 
tising who insist that it is not 
needed for popular products and is 
wasted energy for others. 

Skilful advertising men never urge 
advertising for a poor product. It’s 
economically unsound to broadcast 
information about a product which 
will not give satisfaction to the user 
and thus create additional demand 
through word-of-mouth commenda- 
tion. Worthy goods and services can 
be advertised successfully for the 
same reason that the salesman repre- 
senting a good house can continue to 


make profitable calls on the same 
customers. 

Twenty Grand is a grand name for 
a brand of cigarettes, and the quality 
must be good enough to make the 
price seem low. There may be other 
hidden factors which have contrib- 
uted to the astonishing popularity of 
the brand, which at present is the 
sensation of the cigarette business. 
But the manufacturer is not adver- 
tising, probably because he is unable 
to catch up with his orders and de- 
liver the cigarettes the jobbers and 
dealers are demanding. 

Wood F. Axton, the head of this 
company, who is credited with hav- 
ing originated Twenty Grand as a 
brand and as a product, is a natural 
advertiser, and it is safe to assume 
that if he can arrange his manu- 
facturing facilities in such a way as 
to turn out the product in sufficient 
quantity to take care of the demand, 
he will tell the public all about it. 

He probably views advertising as 
its most skilful practitioners have 
always done—as supplying the factor 
of rapid acceleration to the sales 
promotion of a good product. By 
means of advertising. sales volume, 
profits and public acceptance can be 
acquired in only a fraction of the 
time it would take to achieve the 
same results otherwise. 

Good wine may need no bush, but 
a good product, sold to the modern 
world, is the very thing for which 
advertising was designed and can be 
used with most profit and advantage. 


Look Out for Fake Advertising 


Advertising is probably the easiest 
thing in the world to buy. Pub- 
lishers as a whole are notoriously op- 
timistic in the matter of credit risks, 
an attitude which is probably an in- 
heritance from the old days when 
advertising space was merely a by- 
product. 

Just at present a good many offers 
of questionable advertising are being 
received by publishers. Some of them 
are doubtful from the standpoint of 
the products advertised, and others 
are questionable on financial grounds. 
Business from unknown and un- 
authenticated sources should be 
scrutinized with unusual care at this 
time. 

It is unfair to the public, to legiti- 
mate advertisers and to the publica- 
tions to accept and publish advertis- 
ing which may work injury to any 
of these three groups. It is particu- 


larly unfair to the advertiser who 
pays his bills to have to run the risk 
of being undermined by concerns of 
doubtful financial standing, whose 
campaigns are really financed by 
hopeful publishers anxious to in- 
crease lineage at any cost. 

Incidentally, the best introduction 
that any advertisement can have toa 
publisher or the owner of any other 
advertising medium is the sponsor- 
ship of a _ reputable advertising 
agency. The agency, which assumes 
responsibility for the payment of the 
account, of course investigates the 
financial situation before placing the 
advertising. In addition, agencies of 
standing are also careful to see that 
their reputation is not extended to 
the operations of any advertiser 
whose product or activities are of a 
questionable character from any 
standpoint. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


422. The Sex Life of the Spider. 


“Two sexes for the price of one” 
is the theme song of this unusual 
booklet published by Redbook Maga- 
zine. You can’t make sales if you 
sell only one-half of the family, the 
booklet contends, and it proves it in 
an interesting fashion not only with 
the sex life of the spider, but with 
real or alleged incidents in the lives 
of famous couples, starting with 
Adam and Eve and progressing his- 
torically through Samson and Delilah, 
Socrates and Xantippe, Anthony and 
Cleopatra, Ulysses and Calypso, 
Romeo and Juliet, Napoleon and 
Josephine, and Mr. and Mrs. Gleep 
(1932). 


423. An Investigation on the Sale 
of Hand Lotions Ayong Drug 
Wholesalers. i 


Contains a careful analysis of in- 
formation regarding brands of hand 
lotions leading in sales, the tendency 
of sales of these brands, comparisons 
of small town business and the gen- 
eral business situation, compiled with 
the assistance of 29 buyers. Pub- 
lished by Farmer’s Wife. 


424. Where Sales Come 
Wisconsin, 


Easiest in 


This booklet presents an unusual 
analysis of the 8 intermediate mar- 
kets in Wisconsin having a popula- 
tion of 100,000 or more. It analyzes 
retail sales, per capita sales, passen- 
ger car registration, etc., to show 
that these markets are well above the 
average for the country. The statis- 
tical work was done by George A. 
Jones, Madison, for Janesville Gazette. 


425. The Farm Journal Data Book 
of the Farm Market. 


This book is a continuation of the 
Farm Journal Year Book, and pre- 
sents in compact and accessible form 
a wealth of information on the farm 
market. It is profusely illustrated 
with maps and charts, and should be 
a welcome addition to the desk of 
anyone concerned with farm statis- 
tics. 


415. The Primary Market for Prod- 
ucts Sold for the Home. 


On the theory that apartment 
house dwellers have most home ne- 
cessities furnished them, and that 
consequently dwellers in one and two 
family homes represent the primary 
market for household appliances and 
products sold for the home, House- 
hold Magazine presents these figures 
on families according to type of 
dwelling, with special reference to 
the preponderance of small homes in 
communities under 10,000 population. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have _ really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% Dillion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


—Ballyhoo. 


"Look at that, B. J.! There's a pair of our French Beige, No. 86207, and 
next to it our competitor's Rose-Nude, No. 86493!" 


Voice of the Advertiser 


Is R. W. Emerson 
or G. W. Hill Wrong? 


To the Editor: How come? One 
of the biggest advertisers in the 
world, Lucky Strike, uses a quotation 
from Ralph Waldo Emerson in which 
Ralph says, in effect, that if the prod- 
uct is good you don’t need any ad- 
vertising. 

“Does not this explain the world- 
wide acceptance and approval of 
Lucky Strike?” Answer: It does 
not. Either Mr. Emerson was or Mr. 
Hill is 100 percent wrong. 


“ADVERTISER.” 
vvey 


October Is the Time 
to Start Advertising 


To the Editor: Now is the time 
to start to advertise. Start the ma- 
chine in “first” not later than Octo- 
ber, shift to “second” around the first 
of the year and then throw it in 
“high” in April. 

While this prescription cannot be 
applied to all industries alike, it will 
especially apply to all those manufac- 
turers, merchants and_ industries 
which in recent months have been 
compelled through shortage of funds 
or conservation of resources to tem- 
porarily curtail or eliminate adver- 
tising. 

“Who will pay for this advertis- 
ing?” is a fair question to ask. The 
answer is—‘The manufacturer or 
merchant who does not advertise.” 


GEORGE H. Cor.iss, 
Advertising and Sales Promotion 
Mer., J. A. Fay & Egan Co., 
Cincinnati, O. 


vv¥$y 


Pine Tree Sold Soap 
to Grundy in 1930 


To the Editor: In looking over 
the Rough Proofs column in your 
August 20th issue, I notice your 
comment upon the suggestion of one 
of our leading politicians that soap 
should be sold as a means of raising 
campaign funds. 

I have seen this suggestion com- 
mented upon in several of the maga- 
zines and newspapers as though it 
were an entirely new idea. They’re 
just about two years behind the times 
as we furnished Pine Tree Soap for 


SOFT SOAP FOR SENATOR 


Pennsylvania Needs Grundy 


Wrapper used on soap furnished Senator 
Grundy by Pine Tree Products Co. Inside 
a stuffer extolled the Senator's virtues and 
also invited the voter and/or user to pur- 
chase 6 big bars of Pine Tree Soap for $1. 


Senator Grundy in his campaign in 
Pennsylvania two years ago. 

We are sending you a sample of 
the guest size cake of soap which we 
got out for Senator Grundy for free 
distribution, but for which, of course, 
we got paid. The idea has merit and 
worked out very satisfactorily from 
the soap angle, despite the fact that 
Grundy was defeated. Of course, the 
soap had nothing to do with that. 


We note you say the soap indicated 
for such use would be one “with the 
oil.” Ours has the oil—cochin cocoa- 
nut oil, than which no better soap in- 
gredient can be found. 

I always get a great kick out of 
the Rough Proofs column and read it 
first when ADVERTISING AGE arrives. 
You’ve got a great paper, and I am 
enclosing one dollar to renew my 
subscription, which I find is long 
overdue. 

Trusting that this copy is not too 
Rough to be Proofed, may I wish 
your associates and yourself the Sun- 
shine of Life. 

JoHN A. REGAN, 
Vice-Pres., Pine Tree Prod- 
ucts Co., Newport, N. H. 
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the more you ~~ 
“l 
need ETHYL 
| ‘Its toasted 
Advertiser: RCA Victor Advertiser: Lucky Strike Advertiser: Ethyl Gasoline 
Agency: Lord & Thomas Agency: Lord & Thomas Agency: Batten, Barton, Durstine & Osborn ¢ 
Space: Back Cover Space: Back Cover Space: Black & White Spread : ; 
Attention Value: 74% better than average page Attention Value: 74% better than average page Attention Value: 53% better than average page 
a 
9 With these 21-times-proved extra real, seen S 
e Cal ; t 1 V e Ou circulation advantages, Liberty still costs 
less per page than the next two biggest i 
weeklies (indeed, less per page per thousand / 
ee ° b ) ° 99 than any other leading magazine). Your e x 
ation S usiness (ue 1932-33 budget will buy more insertions in 
Liberty. That means more chances at this ; 
tremendous extra attention value which e adie: 
B h ° . Liberty makes available 52 times a year. 
: ut L é result of 21 SUIVEYS indt- In view of these incontrovertable cost 
" figures—and the results of the twenty-one 
t t h t 4 weeks attention value studies to date—is it 
Cale aL We may give you an too much to say that “ My 1932-33 adver- : 
tising appropriation in Liberty may spread 


my story over a wider area of the popula- 
tion than if spent in any other magazine?” 


A picture of Health a 

“al np dol wn geniad 2 

Cegine te me Samus Tome tee ee ik — 

advertising decisions may understandably po sats . 


‘ 
‘. 


equivalent volume of EXTRA, 
real circulation over other weeklies. 


Through the late-departed ‘“‘fat’’ years, 


SS Soe 
have involved the relatively subtle shades , Shier 
—> of difference between ‘‘10 per cent more cir- ee ee 
, ‘ . culation in this city group than that” eae 
* an Sa V e You Can t measure this extra Cif- (although all mass magazines are primar- A acmamaine In wasien wie von Cooreen, He canrane I oa 
culation to the last decimal point. !¥ #44" media) or between “12 per cent , — ——— 


more circulation in this income group than 
that’’ (although a// mass magazines bulk 
their circulation in the mass $2,000 - $5,000 
income groups) or between 45 pound ‘‘free 
sheet’’ and 43 pound ‘English finish’’ paper 


Advertiser: Campbell Soup 
Agency: — F. Wallis Armstrong Co. 
Space: 4-Color Page 
ention Value: 62% better than average page 


But you may draw your own con- 
clusions as to the trend indicated 


you $950 to 


$2,950 a page 


Tuis, the twenty-first week of 
the Gallup-White surveys again 


by examining the extra circulation 
apparent for advertisements in 
Liberty week by week for the 
twenty-one weeks studied to date. 
Below is the extra circulation fig- 


stock, or between this favorite editorial 
contributor and that authoritative editorial 
department. 


But these /ean years are bringing more and 
more dollar-minded executives back to the 
fundamental promise that ‘advertising is 
the multiplication of printed sales talks." 


Highest Rated Ads 
of the Week 


Mele 


ie, 


R 
- 
T 
D | 


| d ‘A ured each week by projecting the And — an — ~~ of nae Whenee ahs ios eatin sciillaceihtiate olan 
—a simple count o t e actually see a ee ‘ 
. suggests me Op eee results of the one hundred fifty snd read—shows ches one Semmpanesinely Gon paneicn of the magusine in which they 
>» ments in Liberty may average sev- thorough weekly interviews to the ™gazine with editorial content and mechan- appeared. They are simply the advertise- 
eral hundred thousand more real, a A y : ical make-up different from older established ments which far more of the 150 men and , 
cciead h ie cee entire circulations—a reliable pro- magazines may multiply the eyes reached by women interviewed in Jackson, Michigan, a 
seen circulation than the adver- d h h your printed sales talk by hundreds of thous- this week remembered, than any others. 
tisements in other mass weeklies, cedure only to the degree that suc a. ne no _ ae questions - (Their advantage is measured on this page : 
iecti indi i ing asked an -33 plans re-measur : : . , 
| regardless of gteater or less A. B. a indicate a consistent in the light of this never-before-available bide ak Plat od rg in : 
C. circulation. trend: information, high attention value may have been due to 
; ; position, color, size, basic idea, presenta- 
Projection of estimated extra circulation, tion or the combination of all these factors. 
averaged by all page ads in Liberty over: Average Page Advertisement in Liberty They are not necessaril “best”’ i 
yon y ; y the ‘‘best’’ ads in 
on Third Sania Tye Cons Fh mg grrotection « oe . the sense of having sold the most goods (no 
: pees Weekl. Weekl Persons Noting reliable way of measuring that ultimate 
ly Date of Issue City eenty Pontos, C, thie 7 ac OX, Over object of magazine advertisements having * 
Me: Circulation.) Circulation.) Weekly ward < agp pact “tga Their ratings are 
: solely on the basis of ‘‘attention value’’, 
ide July 4, 1931 Springfield, Mass. 200,758 71,321 (less) 967,292 amo 27% 49% 157,521 281,192 that characteristic being the first of a series 
and July 11 Philadelphia, Pa. 405,993 368,226 1,071,651 15 weeks , : , of sub-objectives which must be accom- 
ry July 18 Greensboro, N. C. 289,665 183,396 985,960 to date 15% 54% 299,814 249,929 plished before the sales-function may be 
' July 25 Columbus, O. 59,975 270,285 856,270 eta achieved, 
= Aug. 1 Topeka, Kans. 265,480 154,623 941,252 Average Fiction Story in Liberty +? 
in Aug. 8 Sioux Falls,$.D. 267,910 189,064 1,007,561 ne ae _ceetetee of | , 
l N. d Persons Reading The “attention value’’ ratings on this 
of May 7, 1932 Buffalo, N. Y. o ea P yt (less) aoe tebe Okey Qver, Over, Qver sed “ being made aly gee me 
May 14 Niagara Falls, N. Y. 221,433 35,41 ot Surveye +g an econ <2 re advertisers in the big weeklies 
a May21 _Lockport,N.¥. 40,652 —«:123,341 (less) Not Surveyed is — va who have requested them for their own 
my erciva 
— May 28 Rochester, N.Y. 129,828 327,974 Not Surveyed (eeues) 12% less 27% 206,472Iess 20,807 White Incorporated, an independent research 
ind June 4 Erie, Pa. 453,012 21,094 Noi Surveyed 15 weeks Organization, is checking the attention value 
om June 11 Pittsburgh, Pa. 309,529 44,915 576,028 yb dl Teusmee CLS of alt advertisements BY MAGAZINES... 
hat June 18 Bethlehem, Pa. 761,739 777,422 1,339,822 Aven Feat. Article in Li 
the June 25 Allentown, Pa. 625,267 823,630 1,655,120 ee ees pt te acl . 
July 2 Easton, Pa. 181,435 2,297 (less) 927,740 Per Cont ef Extra Extra Volume of For, while attention value is only one 
ted July 9 Kingston,N.Y¥. 154,552 287,291 524,532 a a fe” ee of the many things an advertisement must 
| ver ver ver Over accomplish, it must be the primary contribu- 
the July 16 Poughkeepsie, N.Y. 852,526 702,299 1,732,654 Second wot 4 Second J. bee # tion Py a magazine to an advertiser. A maga- 
psi July 23 Albany, N. Y. 193,087 (less) 93,851 (less) 113,883 This Week zine is u = multiply the advertiser's 
n- July 30 Detroit, Mich. 635,412 344,978 Not Surveyed {euss) 81% 167% 1,007,774 1,177,004 impressions and the Gallup and Percival 
Aug. 6 Flint, Mich. 343,430 558,437 Not Surveyed 15 weeks ; sibilant. peop ascent sod surveys are being carried 
. 70% 7 704,724 fs . pressions in term: 
+ Aug. 13 Jackson, Mich. 157,521 281,192 Not Surveyed Tits af e... a 472,121 impressions received rather than impoentions 
res. Average of all Surveys 299,814 249,929 976,909 printed. 
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PHILCO CHIEF 
FAVORS LONG 
RADIO PROGRAM 


Quick Changes Make Listener 
‘‘Jittery,’’ Says Skinner 


Philadelphia, Aug. 25.—Radio 
broadeasting which is broken up 
every few minutes by a change in 
program will not hold the attention 
of listeners as well as a longer pro 
gram to which the listeners can settle 
down, relaxed, for a considerable 
period, in the opinion of James M. 
Skinner, president, Philco Radio & 
Television Corp. 

While Philco has frequently run 
short spot broadcasts, as in an- 
nouncing its recent word building 
contest, when 123 stations were used 
for 5 consecutive nights, it places its 
main reliance for building prestige 
on long programs. Its principal 
broadcasts last year were the con- 
certs of the Philadelphia Orchestra, 
lasting almost two hours. 

“Our object in selecting Stokowski 
and the Philadelphia Orchestra was 
because we believed it advisable, al- 
most our duty to broadcasting and to 
radio, to give the music loving radio 
owners of the world an opportunity 
to enjoy often, the world’s finest 
music under direction of America’s 
greatest musical director,” Mr. Skin- 
ner explained. “These were not); 
studio broadcasts but actual full | 
length concert broadcasts direct from 
the Academy of Music while the 
audience was present. 


Allow Listeners to Relax 


“With these broadcasts, we held | 
the air for an hour and three- | 
quarters, (first) to avoid cutting the | 
concerts to fit a predetermined pro- | 
gram period; (second) to impress 


DASHING POLOIST TO SELL UNDERWEAR 


This display piece was created for Cluett-Peabody & Co. by Kay of 
Austria to oa the new coddio-coat. 


changes from one program to another 
are so frequent as to get the listener 
all jittery, radio, it seems to us, is 
being abused instead of used.” 


The Philco advertising account is | 


handled by The F. Wallis aetna 
| Company, Phiiadelphie. 


To Make Bohing Powder | 


Joseph Strong & Co., Terre Haute, | 
Ind., wholesale grocers, have changed 


"| Standard Bins - 


Quantity Buyers 
Monthly Rebate 


Chicago, Aug. 25.—A new mer- 
|chandising policy under which dis- 
}eounts will be allowed by Standard 


upon the public as well as upon other | their business to the exclusive manu- Oil Company (Indiana) to customers 


broadcasters, the quality of program | 
that today’s broadcasting and receiv- 
ing facilities make possible; und) 
third) to prove our contention that 
it is not good business to originate 
too large a percentage of programs 
in the studios nor to have the listen- 
ing hours cut up into so many short | 
periods. We believe that a program | 
must be of a quality to attract an | 
audience and to hold an audience, | 
and we think there should be enough | 
of it to satisfy an audience. Only | 
by these qualities do we believe that | 
a program will impress its sponsor- | 
ship enduringly upon a listening | 
audience. 

“We do not infer by this that sin 
programs should run for an hour and | 
three-quarters but we are mindful of | 
the fact that vaudeville lost its hold | 
on the public. We think the vaude- | 
villian rapidity of act presentation 
should be avoided in radio because | 
listeners usually hope to settle down, | 
relaxed, for a considerable period— 
perhaps an entire evening. When 


‘in 101 Bldg., Atlanta. 
|leen, senior 


| facture of baking powder, with which | 
|they plan to invade the national 
| market. 


Boost Local Products 


“What Kansas City Makes, Makes 
Kansas City,” 


Kansas City, Mo., in its campaign to 
foster sales of local merchandise. 


Sutton to Wren 


Earle T. Sutton. formerly account 
executive with Evans-Winter-Hebb, 
Detroit, has been appointed Michigan | 


and northern Ohio representative of | 


| Wrenn Paper Co., Middleton, O. 


Fitzgerald Opens 


Atlanta Office 


Fitzgerald Advertising Agency, 
New Orleans, has opened an office 
Joseph lL. Kil- 
vice-president, is in 
charge. 

Miss James E. Winn, for 12 years 


| with Eastman, Scott & Co., has joined 
‘(the new office. 


has been adopted as | 
'the slogan of Milgrim Food Stores, 


tt "gis 


<a ma=cZma 


a long sojourn 


The owner of this house only recently returned from 


abroad. The forwarding address 


for Scribner's Magazine was changed four times. 


buying under contract at company 
|}operated or controlled stations 100 
| gallons a month or more, went into 
| effect Aug. 20. 

The discounts allowed are 2 cents 
la gallon on Red Crown Ethyl and 
Standard Red Crown, and 1 cent on 
| Stanolind (third brand) gasoline. 

Customers taking advantage of the 
new policy will be signed up on con- 
{tracts and will receive identification 
cards entitling them to receive sales 
|slips on purchases. On presentation 
|of these slips at the close of the 
month as evidence of aggregate pur- 
| chases of the required quantity, they 
| will receive refunds on the discount 
| basis announced. 
| This is one of the most important 
_ changes the company has made in its 
| selling practices in recent years. It 
is being made, officials stated, to meet 
practices which many competitors 
have been following for some time. 


| 
| 


Kaford Makes Change 


L. E. Kaford. formerly manager 
of Goodrich Silvertown, Inc., Pasa- 
‘dena, Cal., has been appointed sales 
and advertising manager for the Los 
Angeles district of B. F. Goodrich 
Rubber Co. 


Textile Mills Busy 


An increase of over 4,000 persons 
employed is reported for textile mills 
affliated with Commercial Invest- 
ment Trust, New York, during 
August. This is a 20 per cent in- 
crease. 


Plan Bargain Day 


Princeton, Ind., Advertising Club 
will again sponsor the dropping of 
coupons from an airplane as a spe- 
cial feature of September Bargain 
Day, Sept. 21. 


Appoints Doremus 
| Wetmore-Scott Co., Boston, West- 
inghouse representatives, has ap- 
pointed Doremus & Co. to handle a 
|campaign on Marr Oil Burners. 


Bott Moves N. Y. Office 


The New York office of Bott Adver- 
tising Agency has been moved to 
2304 Graybar Bldg. 


CASTORIA 10 
USE MAGAZINES 


New York, Aug. 25.—After approxi- 
mately 50 years of advertising in 
which copy appeals and _ pictorial 
presentation have undergone few if 
any changes, Castoria will launch a 
$1,000,000 campaign in national 
magazines and newspapers this fall, 
with copy and artwork in the cur- 
rent fashion. 

This is a decided innovation in the 
company’s advertising, the bulk of 
its appropriation having been spent 
in outdoor advertising in the past. 

Another innovation which will 
signalize the “modernization” of the 
organization is the appointment of 
a sales force. Consumer advertising 
has been depended upon to do the 
entire selling job for Castoria since 
the preduct was developed, but com- 
vetition has now grown so keen that 
a force of 17 men has been put into 
the field to keep Castoria moving 
onto the shelves of dealers. 

Intent on making the renovation of 
the company complete, still another 
innovation has been started. Always 
sold in only one size, and without 
special inducements of any kind, a 
large “family” size was recently de 
veloped. Now deals are being offered 
druggists on the item, a revolution- 
ary policy as far as this company is 
concerned. 

Charles H. Fletcher, who brought 
Castoria to such a position of promi- 
nence in the proprietary medicine 
field that its name was a household 
word throughout the country, was an 
ardent believer in the power of ad- 
vertising, and was primarily respon- 
sible for the company’s extensive ap- 
propriations. 

Following the death of Mr. 
Fletcher and the purchase of Cas- 
toria by Household Products Co., 
now a part of Drug, Inc., for a sum 
said at the time to be $14,000,000. 
and the highest price ever paid for 
a proprietary medicine up to that 
time, the new owners were faced 
with a difficult decision. 

The company’s advertising was ad- 
mittedly of the early Victorian type, 
but it had become so well Known and 
se intimately connected with the 
product during two generations that 
it could not lightly be discarded. 
Consequently, the type of advertising 
originally determined upon by the 
company’s founder was continued. 

Now a radical change in the style 
of presentation has been decided 
upon, with copy in magazines and 
rewspapers stressing “reasons why” 
and the entire presentation brought 
up to date. 


Three for Franklin 


Accounts of Hope Glass Works, 
East Providence, R. I., crystal glass- 
ware; Rug-Grip Mfg. Co., Boston, and 
U-Dryvit Auto Rental Co., Boston, 
have been placed with Franklin Ad- 
vertising Service, Boston. 


Gives Muskrats Pedigree 


A new note in advertising of furs 
was struck in Birmingham, Ala., 
when Loveman, Joseph and Loeb. 
local department store, advertised 
coats made from “muskrats with a 
pedigree.” 


Stokes & Smith Appoint 


Stokes & Smith Co., Philadelphia, 
packaging and box making machin- 
ery, has placed its account with 
Hetherington Watson Co., Philadel- 
phia. 


Matthews Is Promoted 


L. G. Matthews has been appointed 
general sales manager of Sealed 
Power Corp., Muskegon, Mich. John 
E. Norwood succeeds him as manager 
of export sales. 


Ripley Promoted 


P. C. Ripley, in charge of indus- 
trial sales and product development, 
Kester Solder Co., Chicago, has been 
appointed general sales manager. 


Bristol in New Field 


Jack Bristol, formerly in charge 
of promotion, Union Pacific System, 
has joined Omaha Livestock Ex- 
change in a similar capacity. 


— 
—$——_ 


Coming 
Conventions 


Sept. 7-9. Annual meeting Affili- 
ated Better Business Bureaus of U, 
S. and Canada at Columbus, O 


Sept. 7-10. Annual meeting News- 
paper Association Managers at Chi- 
cago. 

Sept. 12-15. Annual meeting Fi- 
nancial Advertisers Association, 
Congress Hotel, Chicago. 


Sept. 19-22 Annual convention 
Association of Advertising Specialty 
Manufacturers - Importers - Jobbers, 
New York City. 

Sept. 26-29. Advertising Specialty 
National Association in New York 
City. 

Oct. 2-4. Annual convention Mail 
Advertising Service Association, 
New York City. 

Oct. 5-7. Annual conference Di- 
rect Mail Advertising Association, 
Hotel Pennsylvania, New York. 


Oct. 16-18. First District, A. F. 
A., at Hotel Kimball, Springfield, 
Mass. 

Oct. 16-19. Annual convention Ad- 


vertising Typographers of America, 
Hotel Gibson, Cincinnati. 


Oct. 20-21. Annual meeting Audit 
Bureau of Circulations and affiliated 
organizations, Chicago. 


Oct. 24-26. Annual convention 
Outdoor Advertising Association of 
America, French Lick, Ind. 


Oct. 27-29. Tenth District, A. F, 
A. at Austin, Texas. 


Nov. 14-16. National Association 
of Broadcasters in St. Louis. 


Bergh Heads Committee 


Sigurd Bergh, “Northwestern Bell 
Magazine,” has been appointed chair- 
man of the membership committee, 
Omaha Advertising Club. Walter 
Hughes, Klopp Printing Co., heads 
the program committee. 


Buys Engraving Plant 


I. A. Medlar Co., Omaha, publisher 
ot Hotel Reporter and This Week 
in Omaha, has purchased Leary En- 
graving Co. Bert Leary, president, is 
now manager of sales and promotion 
of the publishing company. 


Sam Nichols Is Dead 


Samuel Gillis Nichols, of the busi- 
ness department of the New York 
Journal of Commerce, died this week 
at the age of 68. He was the paper’s 
oldest employee, with a service record 
of 51 years. 


Return Short-Paid Mail 


Letters mailed with insufficient 
postage will hereafter be returned 
to the sender, instead of being de- 
livered with postage-due stamps, the 
Post Office Department has advised 
postmasters. 


Dedicate New Plant 


Addressograph-Multigraph  Corp., 
Euclid, O., dedicated its new $2,000,- 
000 plant here Tuesday, in connec- 
tion with a 3-day convention of sales- 
men and representatives. 


Develop New Lamp 


A new electric bulb, similar to a 
lighting bulb, which produces safe 
ultra-violet radiation at low cost, has 
been developed by Cosmos Corp., 
Newark, N. J. 


Club Supports Air Races 


Aug. 31 will be Cleveland Advertis- 
ing Club day at the National Air 
Races. Members will attend in a 
body. 


Virginia Dare Appoints 

Advertising of Virginia Dare Ex- 
tract Co., Brooklyn, has been placed 
with Reimers, Whitehall & Sherman, 
New York. 


“Sparks” Names Clark 

Lamar (Colo.) Sparks has ap- 
pointed Thomas F. Clark Co. national 
advertising representative. 


Oakland Club to Picnic 


The annual picnic of Advertising 
Club of Oakland, Cal., will be held 
at Camp Kilkare Sept. 11. 
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Za RESPECTFULLY CALL 
ATTENTION TO THAT WORD 


“INDISPENSABLE” 


ees is a big word, a strong word. It is used here by a big advertiser. 
It is not an exaggeration. Here is a market of 500,000 men who are buying today— 
buying NOW. These men have jobs or own their own business. (70% of our 
circulation is news-stand sales.) e POPULAR MECHANICS MAGAZINE spent 
thirty years building up that audience of solid, substantial, keen-minded, 
thinking men. And we have records that go back nearly that far 
to prove that Popular Mechanics advertising pages pay for 
themselves in SALES. ©* We would like to show you the 
reports of advertisers who have not missed a single issue 
in ten, fifteen, and twenty years. «© POPULAR 
MECHANICS MAGAZINE is making SALES 
RIGHT NOW—Sales you cannot obtain from 
any other source. ¢ That is why one of 


the largest advertisers in the country 
uses the word “Indispensable.” 


* Ethyl 
Gasoline 
Corporation 


THE MAN 
WHO BUYS 
FOR CAUSE 


He is buying goods NOW—today—this month—this year 
of 1932. He buys for cause—things needed in home, office, 
factory, store, farm and mill. He will buy YOUR goods if they are 
right. ¢ The man who buys for cause is the one reliable market you 
can put your finger on today. You can reach him definitely, directly, accu- 
rately through POPULAR MECHANICS MAGAZINE—and in no other way. « 
Should IMMEDIATE SALES be an item of importance—if REVENUE RIGHT NOW 

is important to your business— put your advertising in POPULAR MECHANICS in the 
earliest issue you can catch. Twelve times, $9300. No finer investment exists. « POPULAR 
MECHANICS MAGAZINE ¢ CHICAGO: Popular Mechanics Building « NEW YORK: 
Empire State Building « DETROIT: General Motors Building « BOSTON: 35 Newbury Street 


POPULAR MECHANICS} 


MAGAZINE z 


Y Oo U C A N U N DER S T A N D 1 T 
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PEQUOT SHEETS 
USING. SCIENCE 
ANGLE IN COPY 


Laboratory's Report on 9 
Brands Featured 


Salem, Mass., Aug. 25.—The con- 
troversy as to which of the adver- 
tised sheets wears best, which flared 
up with renewed vigor when the 
mills abandoned color or style pro- 
motion two years ago, will take on 
new dignity and force this fall when 
Pequot Mills will release a magazine 
campaign through Hommann, Tar- 
cher & Sheldon, Inc., New York, fea- 
turing scientific, competitive tests of 
nine brands by an independent lab- 
oratory. 

This copy slant was suggested by 
a number of leading retailers, who 
said they are now unable to tie in 
with manufacturers’ advertising 
based on bargain appeals and gen- 
eralities. The enthusiasm for this 
type of promotion is augmented by 
the fact that R. H. Macy & Co., New 
York department. store, recently 
began a store wide promotion pro- 
gram based on the work of its own 
testing department. Cognizant of 
the potency of the Macy example, 
other manufacturers are preparing 
to follow Pequot’s lead. 

The Pequot test was made by the 
United States Testing Co. Ho- 
boken, N. J., which used 10 Pequot 
samples and 10 each of eight other 
well known makes of comparative 
construction purchased in the open 
market in various parts of the coun- 
try. 


Facsimiles of Report Shown 


The data sought covered breaking 
strength before and after 100 wash- 
ings, consistency of breaks, weight 
per square yard, sizing content and 


PEQUOT PROVES ITS CASE 


A new campaign for Pequot Sheets will feature facsimile reproductions 


of laboratory tests on 


nine brands of sheets. 


shrinkage. 
counts. 


The results of the tests will be in- 
corporated in the advertising with 
facsimiles of the laboratory com- 
pany’s reports, prefaced with a hu- 
man interest introduction. The first 
advertisement presents the person 
and monolog of a typical modern 
bride, who tells of her refusal to 
take her mother’s advice that Pe- 
quot sheets are the best for the 
money until a salesman showed her 
that a big scientific test has proved 


Pequot won on all 


Now... more than ever... 


You’d 
look to 


better 
Quality / 


the A. T: A.* on 


We've all had our run of com- 
monplace work. We’ve all learned 
a few things. There can be no sub- 
stitute in advertising for quality. 
The advertising firms that have kept 
their standards up are the ones that 
have gone ahead. 
the finest work use a member of 


typography. You'll be surprised how 
much better and readable your work 
will be without any penalty in cost. 


So to be sure of 


your advertising 


Advertising lypographers 
of America 


National Headquarters: 461 Eighth Avenue, New York City 


* Members are located in Boston, Chicago, 
Dallas, Denver, Detroit, Indianapolis, 
New York, Philadelphia and Toronto, Can. 


Pequot was way out ahead. 

The following advertisement is 
headed, “Buy no sheets until you 
read this report.” It is illustrated 
with the close-up of a housewife 
perusing the laboratory’s statement 
with obvious satisfaction. 

The campaign will open in Octo- 
ber issues of Good Housekeeping, 
McCalls, and Woman's Home Com- 
panion, and the September 18 issue 
of the American Weekly. Most of 
the insertions will be _ four-color 
pages, 

Dealers’ display material includes 
blow-ups of the laboratory’s reports 
mounted with line drawings of sci- 
entists at work and a life size cut- 
out of a young woman holding a Pe- 
quot sheet, which is also used to il- 
lustrate the introductory advertise- 
ment. 

Following the practice of the past 
two years, the Christmas advertise- 
ment is the only one to feature col- 
ored sheets, and it divides emphasis 
between the product and the gift 
packages available at this season. 
The company has been very success- 
ful with gift package promotion, par- 
ticularly with a bed set packed in a 
small cedar chest for which an extra 
charge is made. 


Colored Sheets Not Popular 


Pequot’s choice of the new adver- 
tising theme indicates that mills are 
resigned to competition on staple 
sheets, being now of the opinion that 
at least 50 years will be required for 
women to accept or reject colored 
sheets. 

Led by Pepperell, the mills began 
the intensive promotion of colored 
sheets in 1925. If the innovation 
had met with universal acceptance, 
they planned to impose a _ style 
tyranny, bringing out at regular in- 
tervals new colors, designs, weaves 
and materials. 

The style promotion was aban- 
doned en masse in 1930, when a 
check-up revealed that the colored 
sheet market had remained static 
for a long time at from 10 to 15 
per cent of production, nearly all of 
which was purchased for gift pur- 
poses. 


Controls Members 


Milwaukee Advertising Club will 
control membership, allowing only 30 
per cent in the selling or production 
class. 


Dean Golf Champ 


Ray Dean, McGraw-Hill Publishing 
Co., carried off first honors at the 
annual golf tournament of Engineer- 
ing Advertisers’ Assn., Chicago. 


G. F. to Distribute 
4,000,000 Samples 


New York, Aug. 26.—A check of 
consumers in representative markets 
having revealed higher consumption 
per user than had been estimated, 
and, consequently, fewer users, Gen- 
eral Foods will begin intensive 
sampling of Grape-Nuts Flakes next 
week in selected markets where dis- 
tribution has already been obtained 
for the new cereal. 

The sampling will be followed up 
after an interval of three weeks with 
four-color newspaper pages and 24- 
sheet posters in those cities where 
the 483 newspapers on the list have 
completed black and white schedules. 

The advisability of increased sam- 
pling promotion was indicated by the 
results of a house to house canvass 
by the company’s investigators, who 
called at one house in each block 
throughout the cities covered in 
order to get an accurate cross-section 
of per user consumption. 

The September program calls for 
the distribution of 4,000,000 quarter- 
size, facsimile sample packages with 
a special set of recipes and sug- 
gestions for serving. They will be 
delivered by the ring-wait-hand-in 
method. Most of the work will be 
done by postal Telegraph messengers, 
who, as they salute and hand the 
housewife her sample, will say: 

“Good morning. Here is a sample 
of Grape-Nuts Flakes with the com- 
pliments of General Foods. We hope 
you'll try it—we know you'll like it.” 


Keep Dealers Informed 


As the territories are covered, sup- 
ervisors of the sampling crews will 
call on retailers to acquaint them 
with the activity going on in their 
trading areas that day and to hand 
them a jumbo imitation telegram 
suggesting cooperation along the 
lines of store displays and adequate 
stocks. The reverse of the message is 
a window poster which the super- 
visor will endeavor to put up then 
and there. 

The newspaper advertising will be 


unique in that it will be one of the 
first trials of serious copy in comic 
sections, the first experiment with 
the idea having been made by an- 
other cereal advertiser, the Kellogg 
Co., late last year. Heretofore, Gen- 
eral Foods advertising in comic sec- 
tions has consisted of comic strip 
copy. 

The art appeal will be alternated 
between juvenile and adult, and the 
test will stress appetizing qualities 
in enthusiastic fashion. As a starter 
on this type of copy an average of 
two pages have been scheduled in 26 
papers in 24 cities. 

The decision to use non-humorous 
copy in comic sections is partly due 
to the fact that actual reproductions 
of the advertisements are desired for 
point-of-purchase advertising and no 
other newspaper position affords the 
color required. Another factor is 
that comic sections have been found 
the newspaper feature best read by 
all members of the family, according 
to reader interest surveys made by 
Dr. George H. Gallup, director of 
copy research, Young & Rubicam, 
Inc., agency for Grape-Nuts Flakes 
and several other General Foods 
products. 


Will Check on Messengers 


A check of results secured through 
the use of Postal Telegraph mes- 
sengers and non-uniformed distribu- 
tors will be made in September to 
determine which sampling agency is 
best from the standpoint of effective- 
ness, cost and other factors involved. 
General Foods has been led to try 
Postal Telegraph service because 
the number of house to house solici- 
tors has increased recently to the 
point where many housewives will 
not open the door to an unknown 
man who is not in uniform. 

Bruce Ashby, associate advertising 
manager, General Foods Corp., col- 
laborates with Young & Rubicam, 
Inc., in the direction of Grape-Nuts 
Flakes advertising. 


Nature’s Remedy Goes 
to Ruthrauff & Ryan 


A. H. Lewis Medicine Co., St. 
Louis, has appointed Ruthrauff & 
Ryan, Chicago, to direct advertising 
of Nature’s Remedy. 

The agency also handles advertis- 
ing of Tums, made by the same com- 
pany. 


Brown to Agency 


Clark Brown, formerly art direc- 
tor, Foster & Kleiser Co., San Fran- 
cisco, has joined H. C. Bernsten Ad- 
vertising Agency, Los Angeles, as art 
director. 


New Executive Line-up 
for Donahue & Coe 


Edward J. Churchill, formerly vice- 
president, has been elected president 
of Donahue & Co., Inc., New York 
agency, succeeding M. J. Donahue, 
resigned. 

Bruce Gallup, formerly advertising 
director of Columbia Pictures, has 
been named vice-president. Sayers 
Coe is now secretary and treasurer. 


“Game & Gossip” A. B. C. 


Game é& Gossip, Los Angeles, has 
been admitted to membership in the 
Audit Bureau of Circulations. 


ANGELS INDICATE UNDERWEAR PREFERENCE 


Ot 


peared ete 


Introductory advertisements of Angel Skin Underwear which ap- 
in newspapers in several cities were illustrated with 


this photograph of a sculpture in soap by Leslie Gaba, New York. 

The garments are real miniature models made to fit a five-inch angel 

which left for a tour of department store windows after visiting 
the photographer. 


cd 


\| = 


-. 42 , 3 ; its Sok th ar Bs _ 2 yy Sey Rinse S ; % Pass + ES an ae ‘ ¥ es ie oe We Ox: ta8 ta > See _ mn ws 
; Gi; Pic mae 2 i 5 ee ‘ ava y Sb ky ey : Ce Sy Rp Beall he, oh ili om de Eg eee os 8, ‘ 
vr he pees 2 _ heii i, ‘ v ; RS acreecr: ca ' , : Ss bf: Oe OS ere de A saaee 
MS cae Wt se a AN oa DES ETS Brae a Ae Mee oe ea ie er ee ae ey Be ee ee ce bei Beha a Bae ERG ND hE 8 Me ate i a le y : oe ye 
——— % 
f f 
a 8 ee 
ee ed ——— eee —— SSS 
ee See 
ee eee 
eee oo" Feet 
ie an 
ES SS Nae 
jatie ae > 
: 
xa E ay b>, * 
ies “ : ' ; a | 
‘ 1 Caw I —_— 
‘ 2 } : wet Ns — 
‘ en \ a ; me Thane, 
. 5 . . ne, 6 ¢.,, 
3 ; | dd nit { : 
cn a a ah i j 
ae Meth) a — | 
it era Mig te A | 5 en a < : Me a ; 
dca} a eke is ! BY? f cee Pr coe 4 
Rea eee } | ae 2 ? 3 4 es tas . 
i RO me 0s, By a~ ses 
St ye = ey — Fe a 
Jee Lik thet | 4 7 ; ; eS "sion 
Le en sae? oh a P ie See ne 
at sae y SS... 
— mt “gs > en . fom 
er. or “a a * en, . Per eng Semen eg 
; ——— red ee | 
: Pape Si Geeta aa F “ . K.. Spans oe on 
pee ay eae One ¥. mane =. 
* 2 cya ee lee ¥ 28 tae, ee aeeteD 
is | Re a on ae . gS tte Ss 
| otal ae alice ol | Sa ins * te ein, J 
e SiS” aga -— ake 
| See = *8 > ean fee, 
en ean aes ae Sing 8 ey en "Oring 
aos ree ' *: ¥ tg! tre » 
z we 4 7 » wane Eee Men AM, 
ae a bi ce tut yl ata Or” = oF ay, tae Petey na 
3 eRe bcd i Sent hemng rt 
. Be es eas “ 
a cipee Oe i } ee ty | 
NOL alle a ee eR } a7: ge NY Pom 
5 AD Uva © E rie | % i . - Sa 
x | “ 
= 4 sae J tee “Pts. bad 
ee eehae oi - seri ‘ft 
Rent Fas 
“3 = = 
ims & ‘ 5 “ 
nea re stiri | im Da > a XQ 
ans “i aA — 
pee Oi - . 
vet haris ie ¢ Z 2 
so aa ei “ d | 
ah ie i Es an 3 oe ia 
agi os Ei | “ sec Raila ieee - 
hSSan cetera j fe ag . 
prea ole | Oa d ARS eG 
Sek Ries } ££ A 4 4a wee “a 
ae ci ee ME F apn aaa fee. eae : 
a / te ge “eae Sees: 
| P ee ia 5 et ihe 
y. Pg ag i 
ff wg O° sy — 
w ¢ . ee es) Pe 
| 
ee ee | 
| 
| | CS SCsSSCis 
fe 4 
ae ee 
en ae 
wt etal \ 
te 
| | 
: a I 
: \ 
; 
| 
Ne eeeeeeeEEEEEEeeEeEeEeEeeEeeeeee ( 
ee evo; 
- | 
| | 
(23 > 
= ~~ a) | Po 
“ Monte age 5 > 
en re: 2 | 
Mea ees 5 |» —_——-- SO 
ae ba = = 
Moe cee ‘ 5 
ae slAA 
fea cr se 2HF 
et oo <= 
i. 5 as 
SCRE en, 
" % iy & ere | 
Picea, eam | i aaa | 
pau aie et ; Po ED | 
eee ci) iat 
nu WS Soe 
is 
; -» 
“< 4 2 
lg é 
ee % 
P 4 = ( 
oe &, e: a * 
eee, te, 
a, “a 2p ’ : 
: me : 
‘ ® 9 ; 
ae 
es D | 
pa : 
\ ae : 
_ ap 
- " he alg a 
ioe a — << — ( 
vid : bs 
8 ince 
ad Sots. * 
Foes % Re 
ae “lle 
fC 0. _  ) ae RR Be 
pleat yy, se 
“ t Sse (jj 7 nail 
ea - os Pee 
eer 
i : 
: Paps PRN eae nN Sten ah aa etal ag mA aes Rt 3. toa eros eammearas at Shy wave ae > 0 r Ni Se ae ae, a ee ere ee Aenea Nae | 5 eS ae league pr Re ed cance See ie saibanis was Nae PMR ancien. ORME Eee aNSE ot 4S yng Se Be Ber 
Cate te igre tan ee eet anne emer penn ee eee ae Sy! hme | ae teense Wi rs tae ese ee a 2 ae Pee ie Tie tse face (ee Ree ee yaa eee ree en aes Be 4 race 
Riera ele er ea ee pS aed ee neigh 25 TORS ONE) ke seek). Ae ase (ean Co 2) ee aad Oe a) a mone eat Regie eee ing al arn a I ee are geet ge eR ees Sik re Ors Sone 
wey! f Saree see a ; 2 Sie. Ba ts ioe at Sis acl ef is 7 A rs sified 8° Thea a hire a A aaa, US Sie eRe Me ore Soh weed eee Lee etal Ree ies Oy om Merah an been anes cite Behe nes oo 
a ' Son wena ; ea 4 5 . r 5 5 Salle eae iy io 5 Gea ae ‘he ae li ie lo Lod npesien rte s @oy es. pita! E ‘ nee pea Sea ie ee See Poe aes iia a ee BES Es igh eaten 
: FL Se, eee eee eee tT roe” UE SUS S seme, | ee eee iii BP ey See ook rear es = sae er RS NS Gide a ocala ala gd Sal Yay 5? a Bets 
ha eg er le eR a Ue ce kg TE kg ants ME On gee 
yas ARE Bis Teg ic So Mita an lia Nh aa es ea ai Eg ee as |) Dk meee! 4 oe ame et) a oo Rea Sc ee aioe oo ke a CY Te Sates ee ES 2 oe ee ‘. oe hors a Fee ee! aN y bile ced 
FR a, ae eS es oe ae en ah est ee 5 HAR REA gk 5 geal he ieee OUR Pi erat at- 5 NEAR aatehs yu, ye AES a) ol eas ole Be AES cl See Tue! — ois IRR a ee) ae eer 
Sees pe BR a oF ona ees a Pei Ga OE Maly nd fonts, eee aye oa Ligh eee: ee Sek le Cd (ee Sear cael os Mieco ce See pels Se Sones es. ey ee Bh 2" peer Se a Oe ee ee cae Bo 5d Me Sete 
Sie pee ges Rie fet Teele geo ons LP bil eRe. < Mees Ee ee es eg, LT, See Pane, Bg oa Nah Oo i? 8 aoe 2) See tae, tPA em i TA MES yf é el eer cS nen, Ne Ne ue » Fh cal oeencatcn > A aL COT CO Pe me oe Toca aM ha trea an ee ie Se 
ee, oad ea eel gas > eater ot Pree ira Og GS eed a De aed ae man Fy aes eta os MMI Ad Un Se RRO, | aga | ea er oe ee Bre Shea Se erg ie tek gp Pe a a pak Soke get ga pte le aes ot A a eee naiig eS Gees oN ao oe Sl ea 


ba eS ad STF TA eK oO 


or 


= nom 


<SRsS eBaeoonr 


naar rr 


Be Oras TAO TS 


TR 


August 27, 1932 ADVERTISING AGE 


The Board of Directors 
of 
The Photoplay Publishing (ompany 


ANNOUNCE 
Kathryn Dougherty 
President and Publisher 
of 
Photoplay 


Rosert M. EAstMAN 
KATHRYN DOUGHERTY 
FREDERICK SECORD 
EpwIn C. CRAWFORD 
JOHN S. TUOMEY 


PHorTopLay will carry on. 
Because he kept no secrets from his associates, because he 


preferred rather to draw out and draw upon their abilities 

than to make Photoplay a one-man enterprise, we feel con- 

fident that in spite of a deep sense of personal loss the edi- 7 
torial staff of Photoplay will carry on—and carry on well. - : , rg 


In the death of James R. Quirk, we have lost one of the most 
brilliant editors of our times. In his eighteen years of edi- 
torship he fused into Photoplay a quality of editorial 
sparkle, of candor, of forthrightness, of fearlessness and of 
character which won for it unchallenged leadership in its 


ficial The Editorial Board of Photoplay will consist of: 
eld. 

WILLIAM T. WALSH 
LEONARD HALL 
FRANCES KISH 

RuTH BIERY 

SaRA HAMILTON 
MARGARET E. SANGSTER 


Like all great executives and builders, he had a shrewd 
appreciation of the value of able and original-minded asso- 
ciates—men and women with initiative who could think, 
plan, execute. 


The policies and programs of Photoplay were the joint 
produce of their individual capacities and the inspiration 


, : In approaching my new task as Publisher of Photoplay I 
and leadership of Mr. Quirk. 


feel confident I can promise a sterling editorial product 
from their hands. | 
He bequeaths to Photoplay a seasoned and mature staff, 


closely knit and well coordinated. KATHRYN DOUGHERTY 
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PLAN NATIONAL 
CAMPAIGN FOR 


MEAT SEASONING 


Appropriation 50% 


Birmingham, Ala., Aug. 25.—Al- 
though the A. C. Legg Packing Com- 
pany, manufacturers of Old Planta- 
tion sausage seasoning, is not one of 
the largest advertisers of the coun- 
try, its record for 1932 is one that 
any advertiser might be proud of. 

It has increased its advertising ex- 
penditures 50 per cent, increased its 
sales 20 per cent, maintained both 
quality and price, and increased ex- 
penditures for research to improve 
and standardize quality and develop 
new products and uses. 


As a result of its aggressive work, 
it is now preparing to launch a vig- 
orous advertising drive in the gen- 
eral consumer field, after having suc- 
cessfully opened up the farm market, 
following intensive development of 
its original markets for sausage sea- 
soning in the meat packing and re- 
tail meat market fields. 

P. Hicks Cadle, executive vice- 
president of the company, under 
whose direction sales and advertis- 
ing activities are carried on, is an 
advertising enthusiast. He is an 
equally strong supporter of research, 
and some of the work which is be- 
ing done by the company is playing a 
big part in improving the products 
of the industries served by the com- 
pany, and benefiting the public in in- 
suring more healthful foods. 


Use 29 Farm Papers 


As an indication of the belief of the 
company in the importance of tested 
quality, all of Old Plantation prod- 
ucts carry the seal of the Pittsburgh 
Testing Laboratory and those of 


| | 


“Old Plantation” Boosts Its 


SPECIAL CAN 
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The can is lacquered inside to pro- 
tect the contents. 


Good Housekeeping, Delineator and 
Modern Priscilla institutes. 

The fall advertising campaign in 
the farm field, which is almost ready 
to get under way, will be the largest 
the company has run. It will consist 
of four insertions in 29 farm papers 
with a total circulation of over 7,- 


000,000. The following publications 
are on the list: 
Farm Journal, Southern Farmer, 


Arizona Producer, Arkansas Farmer, 
California Cultivator, Western Farm 
Life, Farmer and Live Stock Record, 
Southern Cultivator, Washington 


Farmer, Idaho Farmer, Oregon 
Farmer, Prairie Farmer, Indiana 
Farmer's Guide, Kansas Farmer, 
Farmer's Home Journal, Michigan 


Farmer, Farmer & Farm, Stock and 


Home, Missouri Ruralist, Montana 
Farmer, Nebraska Farmer, Ohio 
Farmer, Oklahoma Farmer Stock- 


man, Tennessee Farm Bureau News, 
Farm & Ranch, Utah Farmer, Suc- 
cessful Farming, Farmer's Wife, New 
England Homestead, and Progres- 
sive Farmer and Southern Ruralist. 

Several years ago, when the farm 
market was just being entered, most 
of the sales were handled direct, but 
after demand had been firmly estab- 
lished, jobbers were appointed to 
take care of the trade. Now more 


IN LOUISVILLE 
THESE ADVERTISERS— 


COCA COLA 
LUCKY STRIKE 
BLATZ 

MAXWELL HOUSE 
GRAPE-NUT FLAKES 
PLYMOUTH CARS 
GULF PRODUCTS 
WRIGLEY GUM 
WHITE STAR TUNA 
STERLING OILS 
GENERAL ELECTRIC 
NORGE 
FRIGIDAIRE 
WESTINGHOUSE 
CONOCO GASOLINE 


LOUISVILLE 
POSTER ADV. CO. inc. 


CHAS. J. CRONAN, PRES. 


PREFER 


than 700 distributors handle Old 
Plantation products, while it is es- 
timated that 80,000 retail outlets 
supply the trade, including grocery 
stores, drug. stores, feed _ stores, 
dairies, etc. A sales manual has been 
supplied to jobbers, analyzing the 
market, based on the hog kill and 
sausage production in each state. 
Bonuses for jobbers’ salesmen have 
stimulated their efforts. 


Pian National Campaign 


Some of the women’s magazines 
have assisted the company to visual- 
ize a market in the general field, 
that of seasoning dressing for fowls 
and meats. It was found that there 
was an excellent opportunity to ap- 
peal to the housewife on this basis, 
and during the coming year adver- 
tising in women’s magazines will 
show the housewife how she can im- 
prove the taste appeal of many of 
the meat and poultry items on her 
menu. 

One detail showing the care with 
which the merchandising work of 
the company has been carried on re- 
lates to the new metal container used 
this season by the Legg company for 
the first time. It formerly used a 
paper container, but after it was 
opened the contents were not well 
protected. An ordinary metal can 
was subject to chemical action by the 
seasoning, but with the co-operation 
of American Can Company a can with 
lacquered inside was developed, and 
this, handsomely lithographed, will 
be presented to the consumer this 
fall for the first time. 

Much of the promotion work of the 
company, in both sausage and food 
seasoning fields, has related to the 
development of improved methods 
and products. Chain-stores and re- 
tail meat markets have been supplied 
both with display material and recipe 
books, and in dealing with meat 
packers, farmers and others, em- 
phasis has been laid on the proper 
method of manufacturing sausage. 
The research work is also intended 
to improve sausage-making, increase 
the market for sausage among the 
public, and thereby increase the pos- 
sible sales of Old Plantation prod- 
ucts. 

Samples Used Freely 


A big feature of the promotion 
work in the farm field has been the 
use of samples. The standard farm 
case which is featured in this field 
consists of 24 bags of seasoning, to 
be sold at retail in the regular way; 


36 samples and 36 farmers’ hand- 
books entitled, “Guide to Better 
Sausage Making and Home Meat 
Curing.” 


In all of the trade promotion work 
which has been done, the fact is em- 
phasized that Old Plantation sausage 
seasoning is nationally known and 
nationally accepted. Its national ad- 
vertising is successfully merchan- 
dised, since there is no other product 
of this kind which has been made 
known to users through advertising. 

Trade advertising is carried in 
National Provisioner to reach meat 
packers and in Meat Merchandising 
to reach retail meat markets. Sched- 
ules in both publications have been 
increased this year. Silver-Douce, 
Inc., Birmingham, handles the ac- 
count. 


Birchfield Named Santa 
Fe Advertising Manager 


C. J. Birchfield, former assistant 
advertising manager, has been named 
advertising manager of Atchison, To- 
peka & Santa Fe Railway, Chicago. 

Stack-Goble Advertising Agency, 
Chicago, handles the account. 


Swift Invites Visitors 


Members of the Financial Adver- 
tisers Association, meeting in Chi- 
cago, Sept. 12-15, have received in- 
vitations to visit the plant of Swift 
& Co., meat packers. The invitations 
were accompanied by copies of the 
1932 Swift & Co. year’ book. 


Appoint Redfield-Coupe 


James Boring Co., New York, travel 
service, has placed its account with 
Redfield-Coupe, New York. 


Appoint Scheerer 


Hancock (Mich.) Copper Journal 
has appointed Scheerer, Inc., national 
advertising representative. 


COLLEGE COLORS FOR COSMETICS 


A different package for every school is the plan being followed by 
Leon Duvet, Inc., New York, in merchandising its line of cosmetics to 


“Trunks and Leather 
Goods” to Chicago 


Trunks and Leather Goods, which 
has been published in New York by 
Trade Journal Company, has been 
moved to Chicago, and will be pub- 
lished beginning with the September 
issue by Tradepress Publishing Corp., 
of which N. C. Rockwood is _ presi- 
dent, other interests having been 
taken over. Ralph Sullivan continues | 
as general manager. 


France Sells Advertising 
on Its Postage Stamps 
The French government has dis- 
covered a new method of making its 
stamps bring in revenue. All sorts 
of products are advertised by means 


of a small strip attached to the post- 
age stamp. | 

A popular brand of pickles is 
boosted in current copy. | 


Charles H. McMahon | 


Leaves Bank Post | 


Charles H. McMahon has resigned 
as assistant vice-president and direc- 
tor of publicity of First Wayne Na- 
tional Bank, Detroit. 

He is president of Financial Ad- 
vertisers Association. 


National Biscuit Expands 


National Biscuit Company has ab- 
sorbed Iten Biscuit Co., Omaha, Neb., 
with which it has been affiliated 
since 1928. O. H. Barmettler, presi- 
dent of Iten, has been elected a vice- 
president of National. 


Bollow Is President 


Following reorganization of Meyer- 
Rotier-Tate Co., Milwaukee printing 
firm, William L. Bollow was elected 
president, Paul Koch vice-president 
and sales manager, and H. M. Bu- 
chanan secretary-treasurer. 


Dilot Joins Meco 


John Dilot, former advertising and 
assistant sales manager, A. O. Smith 
Corp., Milwaukee, is vice-president of 
Meco, Inc., newly formed manufac- 
turers of patented bottle caps. 


Wagenhals Injured 
William G. Wagenhals, president 
of Animated Displays, Detroit, was 
critically injured’ when struck by a 
truck this week. 


Paint Papers Bankrupt 

A petition in bankruptcy has been 
filed against Paint Trade Publica- 
tions, Elyria, O., by Blakely Printing 
Co. and others. 


college students this fall. 


Add 30,000 F re 
Circulation to 
Denver ‘‘News” 


Denver, Colo., Aug. 25.—The liberal 
use of free circulation as a means of 
increasing its city distribution on 
Fridays is credited with a substan- 
tial gain in lineage by Rocky Moun- 
tain News, Scripps-Howard Denver 
morning newspaper. 

Last Friday, for the first time, the 
plan was put into effect by the dis- 
tribution of 30,000 additional copies 
to Denver homes, giving the News 
47,000 city circulation and a total of 
70,000, including suburban and coun- 
try. 

The offer of increased distribution 
went over big with local merchants 
and classified advertisers, as the Fri- 
day edition consisted of 28 pages as 
compared with regular issues of six- 
teen to twenty pages. The classified 
section jumped from a page and a 
quarter to two and a half. 

Space in the Friday issues is sold 
at no increase in rates, but the local 


| advertiser is required to use an equal 


amount of space in some other daily 
issue as well. It has not been indi- 
cated whether the same requirement 
will be applied to national adver- 
tisers. 

The plan has succeeded so well lo- 
cally that the Scripps-Howard organ- 
ization is reported to be considering 
its use in other cities where addi- 
tional city circulation is desired. 


M oll para Croot 


Robert D. Merrill has joined the 
Samuel C. Croot Co., New York, as 
vice-president. He was formerly 
sales manager of Malted Cereals Co., 
Burlington, Vt., and prior to that ad- 
vertising manager of American Agri- 
culturist, New York. 


Paulson Joins Agency 


J. P. Paulson, formerly director of 
sales promotion, Wilhelm Lubrica- 
tion Co., St. Louis, and North Amer- 
ican Lubrication Co., Ltd., has joined 
Roche, Williams & Cunnyngham, Chi- 
cago, as account executive. 


Franke ‘Starts Agency 


A. W. Franke, former advertising 
manager, Harrison-Smith Co., Okla- 
homa City, has established Sales Pro- 
motion Service Co., 430 Ritz Bldg., 
Tulsa, Okla. 
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Regarding the 48 page insert in the Boot and Shoe 
Recorder for their client the Compo Shoe Machinery 
Corporation the agency said: 


“We have every reason to believe that in this concentration of space in 
the Boot and Shoe Recorder we brought a strong influence to bear upon 


practically everyone of importance in the manufacturing and merchan- 
dising of shoes.” 


The selection of the Boot 
and Shoe Recorder to 
tell this important adver- 
tising message to the 
shoe trade again proves 
the power of this business 
paper in its industry. 


Merchants are as inter- 
ested in sources of sup- 
ply as are manufacturers 
in channels of distribu- 
tion. 


The BOOT AND SHOE 
RECORDER is the nat- 
ural meeting place for 
both these elements in 
the industry — the mer- 
chant who needs new 
and dependable mer- 
chandise, the manufac- 
turer who needs new 
and dependable 
customers. 


Each week the BOOT 
AND SHOE RECORD- 
ER travels its allotted 
way into the hands of 
more than 15,000 sub- 
scribers—those men who 
sell at retail more than 
80 per cent of the shoes 
produced in this country. 


R-D-NORTHROP COMPANY 


Adhering ond Sales Comsel 


216 TREMONT STREET 
BOSTON, MASSACHUSETTS 


July 19, 19352 


Mr. Wm. M. LeBrecht 
Boot & Shoe Recorder 
239 West 39th Street 
New York City. 


Dear Mr. LeBrecht: 


May I take this opportunity to thank you for the splendid 
cooperation your organization has given us in the production of the 
forty-eight-page insert we recently placed on behalf of our clients, 
Compo Shoe Machinery Corporation. 


- The pages of the Boot & Shoe Recorder offered an unusual 
opportunity for us to place before the shoe industry a clear portrayal 
of the Compo accomplishment, through a display of the wide variety of 
shoves from different makers, produced by this new technique. There 
seems to be something quite consistent in a huge multi-page insert 
like this from an advertiser who in three short years has revolution- 
ized the ancient craft of shoemaking. 


The insert has attracted very wide and favorable comment. 
It shows the confidence of the entire trade in Compo and proves the 
position of leadership now occupied by our clients. Already this ad- 
vertisement appears to have given a further stimulus to the sale of 
Compo shoes. In fact, the whole response has been most gratifying. 


We feel that your publication not only gave us the necessary 
coverage, but also added a factor of strength to the appeal. We have 
every reason to believe that in this concentration of space in the 
Boot & Shoe Recorder we brought a strong influence to bear upon prac- 
tically everyone of importance in the manufacturing and merchandising 
of shoes. 


Very truly yours, 


Ky BAAAOMRM RM 


RDN: DLK President. 


BOOT & SHOE RECORDER PUBLISHING CO. 


Division of 


United Business Publishers, Inc. 
CHICAGO 


BOSTON 


239 WEST 39th STREET, NEW YORK A.B.C. A. B.P. 
ST. LOUIS ‘PHILADELPHIA ROCHESTER CINCINNATI 
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Charges Parcel 
Post Rates Hurt 
Local Merchants 


South Bend, Ind., Aug. 25.—The 
United States Postoffice was charged 
with ignoring the interstate com- 
merce act to crush private express 
companies at a special hearing of 
the Shannon Congressional commit- 
tee investigating government in 
business here yesterday. 

The charges were made by E. L. 
Oliver, Cincinnati, representing the 
Brotherhood of Railway and Steam- 
ship Clerks. He claimed that the 
government parcel post service was 
narrowing the field of private com- 
panies, not only with the aid of a 
government subsidy, but by placing 
“drummers” on the road to solicit 
business from merchants and manu- 
facturers. 

One assertion made was that the 
post office was “playing into the 
hands” of mail order houses with its 
low rates, thus making life still 
harder for the small town merchant. 

The employment of “drummers” 
was especially denounced by Mr. 
Oliver, because they secure lists of 
mail users from the post office. “If 
you or I did this we would be sub- 
ject to imprisonment,” he said. 

He cited the parcel post section of 
the interstate commerce act of 1912, 
claiming this section made it manda- 
tory for the postmaster general to 
fix rates which cover the cost of 
operation. 


Joins Maverick-Clark 


Charles C. Johnson, Jr., formerly 
with Wimberly-Hubbard, Inc., Fort 
Worth, Tex., has joined Maverick- 
Clark Lithographing Co., San An- 
tonio, as manager of the creative de- 
partment. 


To Advertise Ice 


American Ice Company and its sub- 
sidiaries, Knickerbocker Ice Co., Bos- 
ton Ice Co., and Knickerbocker Laun- 
dry Co., have placed their accounts 
with Batten, Barton, Durstine & Os- 
born, New York. 


Kimball Experiments 
With New Service 


Frank Kimball, for the past three 
years a member of the plan board of 
the J. Walter Thompson Co., New 
York, where he collaborated in cre- 
ating product improvements and copy 
themes based on scientific research, 
has incorporated Frank Kimball & 
Co. to continue the work on an inde- 
pendent scale. Offices are in the 
Chemists’ Club Bldg. 

The organization will not assume 
any of the normal agency services, 
its function being simply to render 
the new service in coordination with 
agency and client on one hand and 
research scientists on the other. 


Retailers’ Campaign to 
Stop Refunds, Exchanges 


Fort Worth, Tex., Retail Mer- 
chants’ Association, will conduct a 
local campaign to educate the public 
on the evils of returning and ex- 
changing goods. 

The campaign will stress the cost 
of handling returned items, and will 
point out that the consumer must 
ultimately pay this cost. 


Lucille Fisk Heads 
Chicago Women Golfers 


The annual golf tournament of 
Women’s Advertising Club of Chi- 
cago at Olympia Fields was won by 
Lucille B. Fisk, American Home Mag- 
azine Publishers, with low net of 91. 

Marguerite Heinrichs, donor of the 
winner’s trophy, took second honors 
with 92. 


Dunnom Is Sales Manager 


Norman L. Dunnom, formerly sales 
and advertising manager, Walton & 
Spencer Co., Chicago, has been ap- 
pointed sales manager of the litho- 
graphic division, Milprint Products 
Corp., Milwaukee. His headquarters 
are in Chicago. 


Pick Churchill-Hall 


Selchow & Righter Co., New York, 
games and juvenile items, have ap- 
pointed Churchill-Hall, Ine., New 
York. 


Duncan May Appoints 

Duncan May Candy Co., Montgom- 
ery, Ala., pecan confections, has 
placed its account with Lake-Spiro- 
Cohn, Memphis. 


The only advertising 
paper reporting all 
of the recent impor- 
tant rate changes 


ADVERTISING AGE, 


537 S. Dearborn St., 
Chicago. 
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NEW ORLEANS 
JULY LINEAGE 
NEAREST 1931 


New York, Aug. 25.—Business in 
New Orleans in July was better than 
in any other big city in the country 
if lineage figures for local advertis- 
ing are accepted as a criterion, the 
report of New York Evening Post for 
115 dailies in 30 cities indicates. 

Local lineage in New Orleans pa- 
pers was 91.4 per cent of that for 
July, 1931, compared with an average 
for the 30 cities of 76.4 per cent. 
Lineage of Buffalo papers was 90.2 
per cent of last year. 

Louisville most closely approached 
normal in June, with Buffalo in sec- 
ond position. In May San Francisco 
led the field, with Buffalo in third 
position. 

‘Six papers showed gains in total 
lineage compared with last year. 
They were Chicago Herald and Ex- 
aminer; Philadelphia Record; De- 
troit Mirror, which has since sus- 
pended publication; Baltimore Amer- 
ican; New Orleans States¢ Louisville 
Herald-Post. 


Amos andA ndy 
Start 4th Year 
For Pepsodent 


Chicago, Aug. 25.—Amos ’N Andy, 
famous radio team, began their 
fourth consecutive year under the 
sponsorship of the Pepsodent Com- 
pany over WMAQ, Chicago, and a na- 
tional NBC hookup Aug. 19. The 
team has presented 2,365 episodes in 
the life of the Negro taxicab drivers 
and business men over the air, 939 
of which have been for Pepsodent. 

So far as is known, this is the long- 
est continuous sponsorship of a single 
radio feature by any national adver- 
tiser, and by far the largest number 
of programs presented. 

Although the Amos ’N Andy rage 
which swept the country and dis- 
rupted all activity during the time of 
their appearance each evening has 
undoubtedly waned somewhat during 
the more than three years they have 
featured Pepsodent programs, their 
title to most popular feature on the 
air is still secure, according to latest 
reports. 

Pepsodent Company also sponsors 
The Goldbergs, a daily continued fea- 
ture on the same order, which also is 
rated high as an audience puller. 

Bill Hay, WMAQ and NBC an- 
nouncer, announces both programs. 


Develop New Finish 
for Tire Side Walls 


A new finish for automobile tire 
side walls, “‘Tirelac,” available in a 
wide range of colors, has been pro- 
duced by Berry Bros., Detroit. It is 
being merchandised to motorists and 
used car dealers. 

Maxon, Inc., Detroit, is the agency. 


U. S. Sells Subscriptions 


Foreign Market Bulletin—Advertis- 
ing Abroad, published by the Depart- 
ment of Commerce, is now charging 
$1 a year subscription price. It for- 
merly was distributed without 
charge. 


Rejoins Stripling 
Mrs. Lota Litmer, former advertis- 
ing manager, W. C. Stripling Co., 
Forth Worth, Tex., has re-assumed 
that post. She succeeds Gus Eld- 
ridge, Jr., who resigned to join Bin- 
yon-O’Keefe Fireproof Storage Co. 


$1 Down 


Geo. W. Stem Motor Co. in New Or- 
leans, used display space New Or- 
leans Times-Picayune last week to 
announce the sale of 8 used cars for 
$1 down and $5.55 per week. 


Phelps Opens Office 


Norman Phelps, formerly with 
Kirtland-Engel Co., has opened his 
own agency at 700 N. Michigan Ave- 
nue, Chicago, 


JULY ADVERTISING LINEAGE IN 30 CITIES 


City National Local Classified Totals 
1932 1,477,141 3,216,784 1,261,783 6,781,094 
ay. re 1931 2,214,319 4,161,581 1,545,374 9,092,669 
Dift —737,178 —944,797 —283,591 —2,311,575 
1932 748,998 1,643,772 756,336 3,180,684 
ce rr 1931 1,120,584 2,609,001 644,172 4,377,757 
Diff —371,586 —965,229 +112,164 —1,197,073 
1932 528,442 1,811,230 912,302 3,531,099 
Philadelphia ....... 1931 764,699 2,161,927 1,034,434 4,444,336 
Diff —236,257 —350,697 —122,132 —913,237 
1932 480,452 1,260,826 494,368 2,314,312 
ME 6555s vaees 1931 657,202 1,475,754 583,394 2,791,488 
Diff —176,750 —214,928 —89,026 —477,176 
1932 410,472 842,316 372,383 1,625,171 
Cleveland .......... 1931 592,741 1,590,637 513,000 2,696,378 
Diff —182,269 —748,321 —140,617 —1,071,207 
1932 391,440 1,061,705 382,440 1,837,110 
ae 1931 665,680 1,334,760 457,460 2,457,900 
Diff —274,240 —273,055 —75,020 —620,790 
1932 582,220 1,439,704 572,904 2,881,686 
ae ee ee 1931 747,269 1,654,944 691,295 3,472,352 
Diff —165,049 —215,240 —118,391 —590,666 
1932 592,554 1,218,792 554,595 2,365,941 
Baltimore ......... 1931 771,622 1,569,697 722,916 3,064,235 
Diff —179,068 —350,905 —168,321 —698,294 
1932 620,326 1,889,468 810,250 3,320,044 
Los Angeles........ 1931 1,118,796 2,478,630 1,089,606 4,687,032 
Dift —498,470 —589,162 —279,356 —1,366,988 
1932 237,383 824,476 259,910 1,555,584 
eer 1931 402,540 913,860 339,038 1,978,389 
. Diff —165,157 —89,384 —79,128 —422,805 
1932 586,677 1,058,005 751,621 2,396,303 
San Francisco......1931 1,038,638 1,398,989 895,752 3,333,379 
Diff —451,961 —340,984 —144,131 —937,076 
1932 366,066 827,246 216,870 1,410,182 
Milwaukee ........ 1931 548,154 1,026,066 276,600 1,850,820 
Diff —182,088 —198,820 —59,730 —440,638 
1932 553,525 1,664,290 741,359 2,959,174 
Washington ....... 1931 728,444 1,997,812 745,563 3,471,819 
Diff —174,919 —333,522 —4,204 —512,645 
1932 295,652 1,071,140 364,560 1,731,352 
Cincinnati ooo Sees 465,934 1,363,726 487,452 2,317,112 
Diff —170,282 —292,586 —122,892 —585,760 
1932 385,966 1,482,061 436,556 2,343,791 
New Orleans....... 1931 510,290 1,621,397 441,612 2,598,902 
Diff —124,324 —139,336 —5,056 —255,111 
1932 304,082 824,028 327,811 1,486,337 
Minneapolis ........ 1931 484,830 1,221,359 367,616 2,130,896 
Diff —180,748 —397,331 —39,805 —644,559 
1932 279,554 685,609 363,498 1,490,841 
a 1931 447,330 925,082 551,190 2,183,799 
Diff —167,776 —239,473 —187,692 —692,958 
1932 295,971 938,400 386,538 1,620,909 
Indianapolis ....... 1931 408,690 1,279,437 429,558 2,117,685 
Diff —112,719 —341,037 —43,020 —496,776 
1932 170,577 627,619 274,408 1,163,499 
DGGE visikccesaess 1931 241,621 749,504 342,811 1,520,861 
Diff —71,044 —121,885 —68,403 —357,362 
1932 334,276 74,648 289,062 1,497,986 
Providence ........ 1931 456,317 1,151,793 347,098 1,955,208 
Diff —122,041 —277,145 —58,036 —457,222 
1932 251,769 1,007,229 287,114 1,546,112 
Cotumbus .......... 1931 364,821 1,475,196 345,287 2,185,304 
Dift —113,052 —467,967 —658,178 —639,192 
1932 249,730 1,096,863 237,498 1,584,956 
Lowisville .......+. 1931 440,093 1,277,419 282,056 2,003,648 
Diff —190,363 —180,556 —44,558 —418,692 
1932 330,904 800,898 224,434 1,356,236 
a eee 1931 493,388 1,028,986 281,652 1,804,026 
Diff —162,484 —228,088 ——§7,218 —447,790 
1932 243,827 591,356 369,352 1,204,535 
ee 1931 433,726 855,951 457,323 1,747,000 
Diff —189,899 —264,595 —87,971 —542,465 
1932 136,344 650,171 236,631 1,086,928 
ere 1931 230,089 808,745 210,686 1,351,770 
Diff —93,695 —158,574 —74,055 -—264,842 
wt 1932 224,420 778,274 108,556 1,111,250 
Birmingham ....... 1931 360,864 1,130,080 154,602 1,645,546 
Diff —136,444 —351,806 —46,046 —534,296 
ice 1932 184,391 615,732 251,854 1,157,709 
Richmond ... 2.5... 1931 248,742 $61,508 298,466 1,510,606 
Diff —64,351 —185,776 —46,612 —352,897 
1932 245,084 1,035,160 251,146 1,531,390 
Oe 1931 397,348 1,227,842 305,452 1,930,642 
Diff —152,264 —192,682 —54,306 —399,252 
1932 259,434 888,090 362,222 1,509,746 
ne re 1931 471,548 1,498,168 529,914 2,499,630 
Diff —212,114 —610,078 —167,692 —989,884 
1932 260,509 409,198 183,904 853,611 
Des Moines......... 1931 365,404 563,231 209,433 1,138,068 
Diff —104,895 —154,033 —25,529 —284,457 
1932 12,028,236 33,135,090 13,042,265 60,435,572 
Wotel® <..s<0.%4 1931 18,191,723 43,353,082 15,580,812 80,359,257 
Diff —6,163,487 —10,217,992 —2,538,547 —19,923,685 


Note references under individual newspapers. 


*No Sunday edition. 


—New York Evening Post. 


Soby Joins KQV 

Benjamin Soby, originator of the 
Soby yardstick of audience value 
and formerly with Westinghouse ra- 
dio stations, has joined KQV, Pitts- 
burgh, as public relations and sales 
promotion manager. 


Odor-Away to Hubbard 


Advertising of Odor-Away Co., Fort 


Worth, Tex., powder deodorant, has | 


been placed with Hubbard Advertis- 
ing, Fort Worth. Newspapers are 
being used. 


Issue New Catalog 


“Pertinent Points for Estimators 
and Purchasing Agents,” is the title 
of a new catalog issued by Barrett 
Bindery Co., Chicago. It is distrib- 
uted free on request. 


Yasgur Buys Agency 
Advertising Service Co., 255 Church 
St.. New Haven, Conn., has been 
purchased by Charles Yasgur, who 
will continue it under its present 
name. 


* 
Cha CaA hetero. 


Advertising Counselor 
Worcester, Mass. 
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August 27, 1932 


ADVERTISING AGE 


Running a Hospital Is a Business! 


When you think of a hospital, you naturally 
think of operating rooms, surgeons, nurses and at- 
tendants, and of the wards and rooms in which 
patients are cared for. You visualize hospitals in 
terms of the professional services which they are 
established to provide. 


Back of the professional work done in the 
hospital, however, is the administrative staff—the 
superintendent and his assistants, who are respon- 
sible for the smooth running of every department, 
and who make it possible for their doctors and 
nurses to carry on. 


The hospital administrator is concerned not 
only with the organization and administration of 
the various professional services — medical, sur- 
gical, nursing and laboratory—but with food serv- 
ice, proper maintenance of the building, the 
laundry, the mechanical departments, and in fact 
every detail which contributes to the proper care 
of the sick. 


The superintendent may or may not be med- 
ically trained. Usually he is not. About 10 per 
cent of the hospital executives are doctors of medi- 
cine. Many of them are women, and of these 
most have had nurse training. Many others are 
men who have grown up in hospital work, and 


of buildings, preparation and service of food, oper- 
ation of the laundry and housekeeping depart- 
ments, record systems, public relations, the per- 
sonnel department, etc., etc. 


This type of editorial content is in sharp con- 
trast with the material which is available in any 
other hospital magazine. Consequently the hos- 
pital executive turns naturally and inevitably to 
HOSPITAL MANAGEMENT for information 
concerning his administrative functions and 
duties. 


Because of the wide range of interests of hos- 
pital executives, you may find him reading a med- 
ical journal, a hospital journal dealing with med- 
ical and professional subjects, a nursing journal 
or some other publication which has to do with 
certain phases of his activities. But when he wants 
information and help on his duties as a hospital 
administrator, he turns to the one publication pre- 
pared to give him this service—HOSPITAL 
MANAGEMENT. 


Few advertisers take the time to read hospital 
publications, or even to analyze their editorial con- 
tents. A careful study of the material which they 
contain would be extremely significant. It would 
demonstrate that HOSPITAL MANAGEMENT 


2 know it from one end to the other, but are not doc- lives up to its name, and that while it deals with all 
; tors. A few have been successful executives in phases of hospital administration, including the 
° other types of institutions, such as hotels or administration of professional services, it is in no 
T schools. sense a medical journal. 
7 All this is highly important to the advertiser Incidentally, if you want to talk to doctors, 
; who is seeking business from a field which is surgeons and others interested in the professional 
5 spending a billion dollars a year, which is continu- side of hospital work, use the Journal of the Amer- 
ing active construction work in spite of the great ican Medical Association, Surgery, Gynecology & 
t. falling off of building in other lines, and which Obstetrics, Clinical Medicine or any other of dozens 
. requires over $200,000,000 worth of food products of excellent professional publications, edited for 
alone each twelvemonth. doctors as professional men. But if you want to 
The hospital superintendent and his assistants = = op ny apponion 1 a — oi ee 
| read one magazine which is devoted exclusively EO a, ot ee eee eee 
to hospital administration—HOSPITAL MAN. to it—HOSPITAL MANAGEMENT. 
AGEMENT. This magazine, for sixteen years, It may interest you te know that this leading 
has given hospital executives the practical infor- publication is the only hospital journal which is a 
= mation they need in the conduct of their impor- member of the national organization of business 
; tant business. It covers every phase of hospital publishers—the Associated Business Papers, Inc. 
‘ administration—organization and operation of Of course, it’s a member of the Audit Bureau of 
professional services, construction and maintenance Circulations as well. : 
O 
) 


HOSPITAL MANAGEMENT 


The Practical Journal of Hospital Administration 


537 S. Dearborn St., Chicago Graybar Bldg., New York 


Member A. B. C. — A. B. P. 
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August 27, 1932 


Sales of Shoe Chains 
Total $369,000,000 


Total sales of the 6,099 stores in 
shoe chains were $369,000,000 in 1930, 
Department of Commerce has an- 
nounced. 

Average sales of these stores were 
approximately $61,000, compared with 
$24,000 for independent stores. 


Fight Free Candy Deals 


Under thei auspices of Candy Insti- 
tute of America, 50 of the largest 
confectionery manufacturers of the 
country have banded together to elim- 
inate free goods and free deal offers 
in the industry. 


Use Radio for Buses 


Interstate Transit Lines, Omaha, 
Neb., operating buses from Chicago 
to the Pacific Coast, has inaugurated 
a daily program over KOIL, Omaha. 


W: are down to bed- 
rock in advertising— 
to media that make 
sales. Which means 
window display—in 
nine cases of results 
out of ten! 


EINSON-FREEMAN CO. ‘8& 
LITHOGRAPHERS 


Specializing 
e WINOW en! 


store display 


adverpising 


NEW YORK... Starr & Borden Aves., Long Island Ci'g 
i MS sc cceccnserhens Wrigley Buildiny 
BOSTON, MASS....... . 302 Park Square Building 


Jahn & Ollier Again 


am and salesmen 
v their business 


Jahn & Ollier Engraving ©. 
Telephone MONroe 7O8O 


817 W. Washington Boulevard 
cHICA GO 


for advertising men that 
they are near the job as 
they crawl out of bed. 


Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 

€ 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


"“UNDER-FASHION REVIEW" SHOWN IN DEPARTMENT STORES 


ADVERTISING OF 
FORMFIT CO. IS 
INCREASED 20% 


‘‘Under-Fashion Review’’ to 
Appear in Stores 


Chicago, Aug. 25.—Believing that 
conditions will show a definite up- 
ward trend this fall, Formfit Com- 
pany, Chicago, foundation garments, 
will increase its appropriation for 
newspaper advertising approximately 
20 per cent over last year by in- 
creasing the size of advertisements 
from 140 to 200 lines. 


Copy will appear twice monthly in 
metropolitan dailies, and will follow 
the style of previous campaigns, pho- 
tographs of Formfit foundation gar- 
ments “in action” dominating the 
space. 


To supply additional momentum to 
the fall sales campaign, W. H. Lowy, 
sales and advertising manager, and 
Norbert Beerend of the agency, 
United States Advertising Corp., 
have developed a unique playlet fea- 
turing the company’s fall line which 
is scheduled to appear in leading de- 
partment stores throughout’ the 
country. 

The idea of the “fashion show play- 
let” presentation for the new styles 
developed from the show which 
Formfit used in presenting the new 
lines to department store buyers and 
merchandise men. The unusual 
method of showing the new styles 
impressed buyers so favorably that 
several asked to have the “show” 
put on in their own stores. 

First retail showing of the “Under- 
Fashion Review,” as it is called, ends 
tomorrow in Mandel Bros., Chicago, 
and other appearances have already 
been tentatively scheduled for New 
York, Cleveland and Des Moines. The 
review is merchandised to the public 
by special newspaper copy, invita- 
tions to former customers of the cor- 
set department, and by printed no- 
tices throughout the store. 


Seek Unusual Appeal 


“In working out plans for the 
Under-Fashion Review, we did every- 
thing possible to get away from the 
usual method of parading model after 
model, accompanied by a stereotyped 
description of the product, because 
we felt that such style shows quickly 
pall upon listeners,” Mr. Lowy ex- 
plained. 

“Because there is still some mys- 
tery and glamour surrounding radio 
broadcasts, we staged the show as a 
broadcast, with Jean Paul King, NBC 
announcer, whose voice is familiar 
to most women in the territory, de- 


livering the descriptive messages and 
the sales talk.” ss 

The review opens with three 
women around a bridge table, one 
of whom says she is more interested 
in fall fashions than in bridge. She 
suggests tuning in on Mandel Bros. 
style show, which is being broadcast, 
and does so. The curtain then goes 
down and Mr. King’s voice comes 
over a microphone, introducing a 
number of models showing the store’s 
line of fall sports dresses. 

Immediately following the showing 
of sports wear the same models ap- 
pear stripped to Formfit foundation 
garments and brassieres suitable for 
wearing with these clothes, while the 
announcer’s voice describes the gar- 
ment, its style number and its price. 
The same procedure is followed with 
afternoon dresses and evening 
gowns. 

To further keep the review from 
becoming tiresome, a skit is inserted 
featuring an “undressing race” be- 
tween a colonial dame and a modern 
miss. 

To gauge the popularity of style 
shows of this type Mandel Bros. asks 
women viewing the performance who 
are interested in seeing similar 
events to leave their names and ad- 
dresses. Over 25 per cent of those 
attending the Formfit show have 
done this. 


Birmingham Tightens 
Retail Sales Regulations 


Closer supervision of fire and bank- 
rupt stock sales and advertising is 
provided in an amendment to the 
Birmingham, Ala., city code adopted 
last week. 

Damaged, distressed, bankrupt, or 
other “closing out” sales can be held 
only after a special license is secured. 
They are good for three months, but 
may be renewed for an equal period 
by merchants who have owned the 
stock on sale for at least a year. 


Cigarette Output Down 
11 Per Cent in July 


Output of cigarettes in July 
dropped 10.9 per cent compared with 
last year, from  10,700,000,000 to 
9,534,000,000. During the same month 
the output of cigars fell more than 
36 per cent below last year. 

Snuff production fell 2814 per cent 
and chewing and smoking tobacco 
almost 11 per cent. 


“Kid Deadline” 
Speeded Up 


“Kid Deadline,” the colored mes- 
senger for Harvey-Jaediker Service, 
New York, who could step one hun- 
dred yards in 10 seconds, has re- 
signed. Undaunted, the agency has 
a new “Kid” in the person of Bill 
Mitchell, former New York Univer- 
sity student, whose record for the 
century is 944 seconds. 


Now Allen-Klapp-Frazier 


Wm. W. Frazier, for 7 years east- 
ern manager of Allen-Klapp Co., pub- 
lishers’ representative, has become a 
member of the firm. The new name 
is Allen-Klapp-Frazier Co. 


Grinnell Plans 
Sprinkler Sales 
ToHomeOwners 


Providence, R. I., Aug. 25.—Grin- 
nell Co., manufacturer of sprinkler 
systems for factories, warehouses, 
stores and office buildings, is going 
after the home market with the 
Grinnell “Junior” system of fire pro- 
tection. 

To make installation in homes 
convenient and economical, the 
“Junior” system uses copper tubing, 
which can be bent and _ installed 
easily, in place of the rigid pipes 
which are used in commercial in- 
stallations. 

Installations are designed to pro- 
vide a sprinkler to every 120 square 
feet of space in the basement, where 
the home fire hazard is greatest. 
Sprinkler heads are of the new quartz 
type which open at 135 degrees. A 
simple alarm system is included. 

The cost of installation ranges 
from about $50 for simple homes to 
$250 for large residences, store base- 
ments, lodge halls, etc. 

Distribution for the product is 
being attained through plumbing and 
heating contractors who are listed as 
authorized installation agencies. 


Trenton Police Order 
Repeal Tags Removed 


Motorists in Trenton, N. J., must 
remove all tags urging repeal or en- 
forcement of prohibition, Chief of 
Police Walter has ruled in holding 
that the tags are a violation of the 
local sandwich sign act. 

The order will not affect political 
cards or other advertisements. 


New Post for Leary 


Arthur V. Leary, formerly New 
York manager, Furniture Index, has 
been appointed to develop the quality 
label program sponsored by Institute 
of Carpet Manufacturers of America 
and Floor Covering Advertising Club. 
His headquarters will be in the In- 
stitute offices, Chrysler Bldg., New 
York. 


“Mobile Tribune” 
to Appear Sept. 1 


The Mobile Tribune, evening daily, 
will make its appearance Sept. 1, 
Barney Sheridan, Jr., for 19 years 
managing editor of Mobile Register 
and News-Item prior to its purchase 
by Mobile Press, has announced. 

Offices will be in the former Regis- 
ter and News-Item building. 


Aid New Jersey Products 


Changes in the state purchasing 
act to allow giving preference to 
New Jersey products are advocated 
by Gov. A. Harry Moore. 


Start New Jersey Daily 

The first issue of Hackensack, 
(N. J.) Bergen Daily Standard will 
appear Oct. 15. Benson G. H. Durant 
is general manager. 


“Forbes” Names 


Tipper Director 
Of Advertising 


New York, Aug. 25.—Harry Tipper, 
formerly vice-president and general 
sales manager, General Motors Ex- 
port Division, will join Forbes Maga- 
zine as advertising director Sept. 1. 

Mr. Tipper is well known in the ad- 
vertising field. He was at one time 
advertising manager of Texas Com- 
pany, and is credited with inaugurat- 
ing the first campaign in the United 
States advertising gasoline. 

He is a former president of Asso- 
ciation of National Advertisers, of 
the Advertising Club of New York, 
and of Technical Publicity Associa- 
tion, New York, and is a member of 
the Society of Automotive Engineers. 

In conjunction with Prof. Hotch- 
kiss he organized the school of mar- 
keting at New York University and 
served as a member of the faculty 
for 11 years. 

Mr. Tipper is the author of numer- 
ous books on advertising and _ busi- 
ness problems. 


Miss Cohn to “Sheet 
Metal Contractor” 


Etta Cohn, formerly manager of 
American Artisan, has become busi- 
ness director of National Sheet Metal 
Contractor, published by National 
Assn. of Sheet Metal Contractors. 

The publication office has been 
moved from Pittsburgh to Chicago. 
With the August issue, a new format, 
featuring a five-column tabloid page 
and a news make-up, was adopted. 


Illinois Independents 
Issue Weekly Paper 


Merchants Equality League of IIli- 
nois, an organization of independent 
merchants, has begun publication of 
The Spotlight, a tabloid weekly. 

The object of the league is to effect 
“equalization by taxation” between 
independent merchants and chain 
stores. 


Agencies Affiliate 
Ward Hicks, Ine., Albuquerque, 
N. M., and Charles E. Vautrain, As- 
sociates, Holyoke, Mass., have joined 
Allied Service Agencies Network. 


ore bought 
and paid for 


In 1931 Iowans paid more 
than $2,600,000 for their sub- 
scriptions to The Des Moines 
Register and Tribune. No 
circulation contests. No pre- 
miums. No high pressure 
circulation schemes. Intense 
reader interest makes this 
newspaper unusually produc- 
tive for advertisers. 


@ 245,241 A.B. C. 
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Hotel Men Play ; 
Good Angel for 
Wet Candidates 


New York, Aug. 25.—Certain con- 
gressional candidates who have been 
wondering where the funds for white 
space and other requisites of a well 
ordered political campaign were 
coming from in these times, have 
found a fairy godmother in the 
American Hotel Association of the 
United States and Canada which has 
based a program of promotion for its 
industry on repeal of the prohibition 
law and decided on financial and: 
moral support of wet Congressional 
candidates as the most practical 
means of obtaining the objective. 

The appearance of the association’s 
advertisements in support of candi- 
dates standing on wet planks in cer- 
tain sections of the country has given 
rise to rumors that the association 
will stage a national advertising cam- 
paign to arouse public opinion 
against prohibition. 

While such an undertaking is not 
under consideration at this time, offi- 
cials of the association said they had 
perfeeted arrangements whereby the 
association as a whole would supply 
funds for political battles in congres- 
sional districts where prohibition 
was an issue. 


Wood Goes to Altman 


John Wood of McCann-Erickson, 
Inc., New York, has been appointed 
vice-president in charge of advertis- 
ing and publicity of B. Altman & Co., 
New York department store and mail 
order firm. 


Must Specify Raw Milk 


Eating places in New York must 
advise their patrons by prominent 
notices whether raw or pasteurized 
milk is served, the state department 
of health has ruled. 


APPEALING 


DISPLAY 


of merchandise in 
either physical or 
printed form re- 
quires aknowledge 
of showmanship. A 
fine sense of prac- 
tical showmanship 
in printed words is 


Pittsford ad-setting. 


BenC.PitisfordCo. 
Advertising 
Typographers 

605 South Clark Street » Chicago 


te Quatte Lends Hand 


H. B. Le Quatte, president, 
Churchill-Hall, Ine., New York, has 
accepted the chairmanship of the 
agency group for the direct mail con- 
vention in New York in October. 


Typographers to Meet 


The annual convention of Associa- 
tion of Advertising Typographers of 
America will be held at Hotel Gib- 
son, Cincinnati, Oct. 16-19. 


Joins Redfield-Coupe 
H. H. Kinyon, for six years with 
Albert Frank & Co., New York, has 
joined Redfield-Coupe, New York, as 
account executive. 


Mail Service Moves 


Direct Mail Service, Boston, has 
moved to 655 Beacon St. 


Buried Treasure 
Lures Crowd to 
Catalina Island 


(Picture on page 16) 


Los Angeles, Cal., Aug. 25.—A bona 
fide treasure hunt featured the week- 
end of Aug. 20-21 for those who ac- 
cepted the offer of Catalina Island 
Transportation Co., published in local 
papers, to spend the two days on the 
famous Wrigley island. 


The transportation company had 
arranged for the “planting” of coins 
worth from 25 cents to $100, and 
totaling $500 in all, in various spots 
about the island. These coins were 
exchanged for real currency at the 


Los Angeles office of the company. 

Newspaper copy heralding 
event said: 

“Think of it! $500 in golden coins 
scattered here, there and everywhere 
at Avalon, Saturday and Sunday, 
Aug. 20 and 21. Spend both days at 
the island. Find enough — maybe 
more than enough—to pay all your 
expenses. A bona fide treasure hunt. 
Come and get your share.” 


163 Farmers Tow West 


The sixth annual tour of the west- 
ern states sponsored by Ohio Farmer, 
Cleveland, carried 163 readers of 
that publication on a vacation tour. 


Joins C. C. A. 
Printing Equipment Engineer, 
Cleveland, has joined Controlled Cir- 
culation Audit, Inc. 


the 


Olsen Expands Staff 


Marvell A. Olsen & Associates, 
Inc., New York, has added to its ad- 
vertising and sales promotion staff J. 
Merritt Jones, formerly assistant ad- 
vertising manager of Hills Bros. Co., 
San Francisco, and Palmer Tyler, 
until recently art and production 
manager, Henry L. Doherty & Co. 


W. R. Carter Passes On 


William Ringwood Carter, 72, for- 
mer publisher of the Jacksonville 
(Fla.) Journal, died Wednesday at 
the home of a daughter, Mrs. Clement 
D. Cates, of Winterport, Me. 


Makes Business Films 


Harold H. Taft, formerly in charge 
of films for American-Hawaiian 
Steamship Co., has organized Pacific 
Films, Ltd., San Francisco, to make 
and display industrial movies. 
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Mre Ge De Crain, Ive 
Advertising Age., 
537 Se Dearborn Ste, 
Chicago, Ill. 


Dear Mr. Crain: 


You may be interested to learn in connection 
with our study "Cosmetic Preferences of College 
Girls and Women in Small Towns" that the ex- 
haustion of our supply was due entirely to the 
review inserted in the columns of Advertising 


Agee 


I believe one of the strongest proofs of reader 
interest is that which is evidenced by the pull- 


ing power of these studies you review. 


We had 


two runs of two hundred each of this study and 
about 75 per cent of the requests came either 
through notices from Advertising Age, or direct 
to this office from people who had read the 
announcement in your paper. 
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ASSOCIATION ADOPTS NEW SLOGAN 


MAINTAIN OUR ROADS 


et \ 


-NEGLE 


| 


T means 


loss TO EVERY 
TAX PAYER/_ 


G-E'S NEW BABY AND GROWN-UP CHILD 


a ale Re 


teeeeess 
CARESEEEE 


» 


Gerard Swope (center), president of General Electric Co., poses with the new G-E oil-burning furnace 


and the 1,250,000th Monitor Top refrigerator. 


SIMPLICITY FEATURES TIRE POSTER 


Finding that the present economy wave has resulted in the neglect of 

highways, Committee on Conservation of American Road Builders’ 

Assn. is distributing these posters to county officials, motorists and 

others. Manufacturers of road maintenance equipment are expected 
to use similar copy in their advertising. 


“PALMOLIVE AT NIGHT" 


SEEKS CUSTOMERS' OPINIONS 


PLEASE 


... and tell us perfectly frankly 


TELL US 


Natura ty, in a year like this, we 
have often been asked to make some 
radical reductions in the cost of pro- 
ducing Wamsutta sheets — to cheapen 
their construction in order to be able 
to sell more of them. 

As a matter of fact, even this year we 
have been still further improving the 
fineness and smoothness of Wamsutta 
fabric, although these sheets and pil- 
low cases are now selling at the low- 
est prices since the war. The trouble is 
that some store buyers still insist that 
nobody wants to pay a fair price for 
fine sheets, even for Wamsutta. 


WAMSUTTA MILLS, 


Do jou agree with us 
that we should NOT cheapen WAMSUTTA Sheets? 


So that is why we are so much inter- 
ested in getting the real opinion of 
you readers of The New Yorker as to 
whether or not we should start in to 
make Wamsutta sheets a good deal 
more cheaply. 

It could be done, easily enough. 
There are plenty of ways to reduce the 
cost of spinning, weaving, and finish- 
ing cloth. We could use less expensive 
cotton. Such a sheet would not be so 
fine and we could not be sure that 
it would last so long. But would that 
make any great difference to most people? 

Of course we think it would make a 


Founded 1846, NEW BEDFORD, MASSACHUSETTS 


difference but perhaps that is because, 
having made Wamsutta sheets as well 
as we could for so many generations, 
we may have a somewhat exaggerated 
idea of the importance of the long- 
established Wamsutta standards of 
fineness, smoothness, and strength. 
Your opinion will be regarded as 
strictly confidential and will not be 
quoted without your permission. The 
blank below is for your convenience 
in answering, if you ,will be so good. 
Please send it direct to: 
C. F. BROUGHTON, Treasurer 
Wameutta Mits, New Beprorp, Mass. 


PIRATE GOLD 


Think of it] $500 in Golden Coins 
scattered here, there and everywhere ot 
Avolon! Saturday and Sunday, August 20 
ond 21. Spend both days at the Island 
and you'll hove a DOUBLE CHANCE AT 
IT! Find enough... maybe more thon 
enough ... to pay all your expenses! 
A bona fide Treasure Hunt... open to all 
visitors... Come ond get your shore. 
Coins worth 25¢, $1, $5, $50, $100!!! 


Ask for leaflet fully explaining. 
Const ay sai 10 2. m. oy p.m. 
trip tort Whengion, Aceee J for ee- 
commedations at the Islend, also. Ask us. 


CATALINA OPFice 


DON’T We beste ines v0 nave Vou owe vous enaseuts w wae enes 60 
CHEAPEN [] 
THEM 
Gene Se Se and (Story on Page 15) 
DO . ——— 
CHEAPEN C] pol (Left) The ballot for customers to fill 
Hedrich-Blessing Studio, Chicago, entered this photograph of the THEM a ae << ~—.* oda 3 pag 


Palmolive Building, Chicago, in the National Photographic Show, Cedar 
Point, la. It took first prize. 


"New Yorker.” Copy is personalized 
the publication's readers. 
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